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Service is an important aspect of the hotel industry, especially to the customer (Large & 
König, 2009). However, more importantly, customer service starts internally with how 
employees perceive they are being served (Kang et al., 2002). Improving internal service quality 
(can improve the overall performance of an organization. Researchers state that internal service 
quality can be influenced by the organizational culture and the leadership within an organization. 
The purpose of this research was to examine the relationship between specific leadership 
behaviors as defined by Posner and Kouzes (1988) and the influence the defined behaviors have 
on the perception of organizational culture within a hotel, referred to as hospitality culture in this 
research, and internal service quality as perceived by hotel employees. The sample consisted of 
employees at a Western New York Management company with midscale and upper-midscale 
hotels. Three separate measurement tools were selected to comprise the questions for the survey: 
(a) the INTSERVQUAL, (b) the Hospitality Culture Scale, and (c) the Leadership Practices 
Inventory. Data were analyzed using descriptive statistics, analysis of variance, and multiple 
regression to answer the five research questions and their corresponding hypotheses. The results 
of this study demonstrated that the hospitality culture and specific leadership behaviors model 
the way and inspired a shared vision influence how employees perceive how they are supported 
by their managers/supervisors. Implications of this study can assist managers in planning and 




CHAPTER 1. INTRODUCTION 
According to customers, service is an important aspect of the hotel industry (Large & 
König, 2009). However, more importantly, customer service starts internally with how 
employees perceive they are being served (Kang et al., 2002). Thus, internal service quality 
(ISQ) is defined as the service provided between different organizational departments to the 
employees of the organization (Kang et al., 2002). Improving ISQ is a prerequisite to an 
organization’s overall performance, and adjusting operational strategies related to ISQ will 
enhance the organization’s service to their external customers (Chen, 2013; Large & König, 
2009). ISQ theory suggests that the way to satisfy customers is through satisfied employees 
(Grönroos, 1981, 1985, 1989). By understanding and adjusting to the needs and concerns of 
employees, the level of satisfaction that the customers experience is enhanced (Gremler et al., 
1994; Zeithaml, 1988). 
Organizational characteristics, such as organizational culture and leadership behaviors of 
hotel managers and supervisors, influence individual employee behavior (Testa & Sipe, 2012). 
Hotel managers’ and supervisors’ leadership behaviors facilitate employee performance and 
perception of employee satisfaction. Kralj and Solnet (2010) suggested there is a relationship 
between organizational culture, employee behaviors, and customer satisfaction; the employees’ 
attitude toward the organization and its customers are influenced by the perception of ISQ. Bai et 
al. (2006) determined that this relationship connects actions of management and the service they 
provide to employees, and how each employee perceives those actions. 
The quality and the perception of service to the employee is important to the success of 
the organization (ELSamen & Alshurideh, 2012). Internal marketing is defined as selling the 
firm to the employees (Grönroos, 1991) or the process of “attracting, developing, motivating, 
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and retaining qualified employees through job-products that satisfy their needs” (Berry & 
Parasuraman, 1991, p. 151). George and Grönroos (1989) suggested that internal marketing 
operates holistically in two ways; (a) to ensure that employees at all levels understand and 
experience the operation in the context that supports customer consciousness, and (b) to ensure 
all employees are prepared and motivated to act in a service-oriented manner. The reasoning 
behind this philosophy is that if management wants employees to do a great job with the 
organization’s customers, they must do a great job with their employees. According to Opoku et 
al. (2009), internal marketing is related to the perceptions of ISQ. The results of their study were 
similar to other researchers who suggested if employees are satisfied with the services that the 
company offers employees, the employees will, in turn, deliver higher-quality interactions with 
external customers (Bouranta et al., 2005). 
Researchers have examined the relationship between leadership, organizational culture, 
and ISQ (Chen, 2013); internal marketing and ISQ (ELSamen & Alshurideh, 2012); and ISQ 
using a perceptions only approach (Brandon-Jones & Silvestro, 2010). ELSamen and Alshurideh 
(2012) measured the impact of internal marketing on perceived ISQ. They argued that motivated 
employees tend to have a better perception of ISQ. Chen (2013) examined the different 
influences on ISQ in the hotel service setting and determined that organizational culture and 
transformational leadership significantly influenced employee perceptions of ISQ. 
In summary, customer satisfaction is influenced when the employee who delivers it 
perceives they are being served and supported by the organization. For example, employees 
whose wants and needs are met become more satisfied with their employer and will more likely 
work toward achieving organization goals (Berry & Parasuraman, 1992). Consequently, the 
manager/supervisor who communicates poorly with staff may create an environment where 
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employees feel unappreciated, have a lack of knowledge, and a lack of motivation, resulting in 
poor service delivery to external customers (Zeithaml et al., 1990). It is essential to examine 
leadership behaviors that influence employee recognition, motivation, and knowledge, which in 
turn, will impact employee perception of ISQ. 
Purpose and Research Questions 
The purpose of this research was to examine the relationship between specific leadership 
behaviors as defined by Posner and Kouzes (1988) and the influence the defined behaviors have 
on the perception of organizational culture within a hotel, referred to as hospitality culture in this 
research, and perception of ISQ of hotel employees. The leadership behaviors defined by Posner 
and Kouzes (1988) are: model the way, inspire a shared vision, challenge the process, enable 
others to act, and encourage the heart.  
It is important to note for this research study that all variables are as perceived by the 
hotel employee. The following research questions guided this research: 
Research Question One 
What is the influence of a manager/supervisor’s leadership behavior on the perceived 
hospitality culture of a hotel? 
Research Question Two 
What is the influence of hospitality culture on the perception of ISQ within a hotel? 
Research Question Three 
What is the influence of a manager/supervisor’s leadership behavior on the perception of 
ISQ of a hotel? 
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Research Question Four 
What is the influence of a manager/supervisor’s leadership behaviors on the difference 
between expectation and perception of ISQ of a hotel? 
Research Question Five 
How do the age, gender, and length of service of an employee influence the perception of 
ISQ, leadership behaviors, and hospitality culture? 
Significance of Study 
According to Parasuraman et al. (1994), human resource practices such as recruitment, 
selection, training, and development are critical factors within an organization that help improve 
the perception of ISQ. The results of this study contribute theoretically and practically to the 
selection and training of staff, and the planning and development of ISQ management by 
providing evidence of the influences of ISQ perceptions. These results could enable the 
organization to internally assess their operational strategies. In addition, managers/supervisors 
would be better equipped to satisfy their employees’ wants and needs so they would deliver 
better service to the organization’s external customers. Future research on this topic can be 
expanded to include other segments of the hospitality industry and manager/supervisor 
perceptions. 
There has been significant research in the areas of leadership, leadership styles, 
leadership behaviors, leadership behavior theories, service quality, and ISQ (Bass & Avolio, 
1993; Burns, 1978; Chen, 2013; Clark et al., 2009; Frost & Kumar, 2000; Frost & Kumar, 2001; 
Grönroos, 1981, 1984, 1985; Heskett et al., 1994; Kouzes & Posner, 2007, 2011; Parasuraman et 
al., 1985; Piercy & Morgan, 1991; Posner & Kouzes, 1988; Schriesheim, & Bird, 1979; Zeithaml 
et al., 1990). However, there is little research that shows the relationship among specific 
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leadership behaviors, organizational culture, and the gaps in service quality inside the 
organization, or ISQ. A positive example of ISQ is when employees’ needs and wants are met, in 
turn, they become more satisfied with their employer and will more likely work toward the 
achievement of organization goals (Berry & Parasuraman, 1992). Consequently, a negative 
example of ISQ is if a manager/supervisor who communicates poorly with staff may create an 
environment where employees feel unappreciated, have a lack of knowledge, and a lack of 
motivation, resulting in poor service delivery to external customers (Zeithaml et al., 1990). This 
research builds on previous studies that examined factors that influence ISQ (Brandon-Jones & 
Silvestro, 2010; Chen, 2013; ELSamen & Alshurideh, 2012; Grönroos, 1989; Zeithaml et al., 
1990). 
Definitions of Terms 
The following definitions are of terms used within this dissertation: 
 Challenge the process: A leadership behavior where the leader remains open to new ideas 
from followers, is innovative, and is not afraid to take risks (Posner & Kouzes, 1988). 
 Enable others to act: A leadership behavior where the leader builds relationships with 
followers to make them feel capable, strong, and committed so that followers are free to 
exceed their own expectations at the organization (Kouzes & Posner, 1988). 
 Encourage the heart: A leadership behavior where the leader encourages team identity 
and team spirit by recognizing and celebrating individual and team contributions via the 
leader’s own personal touch, thoughtfulness, and caring expressed in a genuine way 
(Posner & Kouzes, 1988). 
 External customer: A customer of a company’s products and/or services that is not an 
employee or part of the company that provides it. 
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 Followers: Observers and constituents of the leader. Staff who fall under the supervision 
and responsibility of a particular manager and/or supervisor (Kouzes & Posner, 1988). 
 Gaps in service: Shortcomings in service as perceived by the customer (Zeithaml et al., 
1990). 
 Hospitality culture: Organizational culture within a hospitality setting (Dawson et al., 
2011; Woods, 1989). 
 Inspire a shared vision: A leadership behavior where the leader convinces followers to 
believe in an obtainable vision of the future for the organization, which will directly 
benefit them by satisfying specific follower needs (Kouzes & Posner, 1988). 
 Internal customer: Employees of an organization. 
 Internal marketing: Process of “attracting, developing, motivating, and retaining qualified 
employees through job-products that satisfy their needs” (Berry & Parasuraman, 1991, p. 
151). 
 Internal service quality: Services provided to individuals within the organization 
(Strauss, 1995). 
 Leader: For the purpose of this study, the leader is a manager and/or a supervisor who is 
responsible for the organizational and departmental outcomes of the employees 
completing the surveys. 
 Leadership: The process in which a person can influence, inspire, and motivate followers 
toward a shared and desired goal (Bass & Avolio, 1993; Kouzes & Posner, 2011; 
Northouse, 2015). 
 Model the way: A leadership behavior where the leader acts the way he or she expects 
others to act (Posner & Kouzes, 1988). 
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 Organizational culture: The values, ideology, philosophy, trust, rituals, symbols, and 
norms that influence organizational performance. 
 Service culture: A culture of an organization that includes service-related behaviors, 
attitudes, and judgment decisions. It defines how service-oriented its employees are and 
how they will act in the service exchange with the customer. 
 Service quality: A measure of how well the service level matches the customers’ 
expectations (Lewis & Boons, 1983). 
 Transformational leadership: A leader’s ability to influence and motivate followers to 
think critically and participate in the decision-making process (Bass, 1990; Bass & 
Avolio, 1993). 
 Work climate: The employee’s belief about the working conditions. This can include the 
physical layout of an organization, employee interaction, employee-customer interaction, 
and employee-supplier interaction (Schein, 2010). 
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CHAPTER 2. LITERATURE REVIEW 
This chapter discusses the literature in the related areas and consists of five sections. The 
first section is leadership. This section includes the definition of leadership and the transition of 
leadership research from traits to a behavioral concept. The second section includes relevant 
literature on the leadership practices theory, which includes the five practices (behaviors) of 
leadership as defined by Posner and Kouzes (1988). The third section presents organizational 
culture and discusses relevant literature in hospitality culture. The fourth section presents service 
quality and ISQ, as well as relevant literature on the SERVQUAL and INTSERVQUAL models. 
The final section discusses instruments that have been used in leadership, organizational culture, 
organizational culture within a hospitality setting, service quality, and ISQ research. 
Leadership 
Leadership is a concept that has been studied throughout the years, yet no one definition 
exists due to the subjectivity of the concept (Stewart, 2006). Kotter (1990) argued that leadership 
is about seeking adaptive and constructive change. Earlier researchers defined leadership as “the 
ability to impress the will of a leader and induce obedience, respect, and loyalty” (Moore, 1927, 
p. 124). Barrow (1977) defined leadership as “a behavioral process of influencing individuals or 
groups toward set goals” (p. 232). Cardona (2000) defined leadership as a reciprocal relationship 
between a leader and the leader’s subordinates. The definitions provided by Bass and Avolio 
(1993), Northouse (2015), and Kouzes and Posner (1988, 2011) demonstrated the people-
oriented nature of leadership by describing leadership as a process in which a person with a 
vision can influence, motivate, inspire, and create a relationship with followers to reach a desired 
and shared outcome. 
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The Ohio State University Studies changed the concept of leadership from personality 
traits to a behavior-based concept (Stogdill & Coons, 1957). Leadership researchers began to 
focus on the behavioral theories of leadership, researching how leaders act and influence 
behavior, rather than just completing organizational tasks (Bass & Bass, 2009; Brownell, 2010; 
Fleishman, 1953; Kouzes & Posner, 1993; Schriesheim & Bird, 1979).  Based on Stogdill and 
Coons’ (1957) research, two leadership behaviors were highly correlated, people-oriented and 
task-oriented. Task-oriented leaders were identified as individuals who exhibited behaviors that 
focused on organizational structure and standard operating procedures. Employee motivation 
was an important factor to task-oriented leaders. However, it was not their primary concern. 
People-oriented leaders were identified as individuals who exhibited behaviors that focused on 
ensuring that the internal needs of people were satisfied. People-oriented leaders motivate their 
staff through emphasizing human relations. These individuals are still focused on tasks and 
results. However, they achieve it through different means. Common behaviors exhibited by 
people-oriented leaders include: encouraging, observing, listening, coaching, and mentoring. 
Researchers have defined these common behaviors as transformational behaviors, behaviors that 
develop trust among followers, influence and motivate followers to think critically and involve 
them in the decision-making process (Bass, 1990; Bass & Avolio, 1993; Blanchard et al., 1993; 
Brownell, 2010; Schriesheim & Bird, 1979). According to Greger and Withiam (1991), these 
behaviors have positively impacted organizations, especially in hospitality organizations where 
top leaders emphasize the importance of strong leadership behaviors that include 
transformational behaviors and have several opportunities to interact with employees (Clark et 
al., 2009). 
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Leadership styles (e.g., transactional, viewed as task-oriented, and transformational, 
viewed as people-oriented) emerged and emphasized specific behaviors common in leaders 
shared within each style (Bass, 1990; Bass & Avolio, 1993; Bass & Riggio, 2010). Transactional 
leaders focus on standards, performance, task completion, and employee compliance. These 
leaders utilize rewards and punishments to influence employee performance (Burns, 1978). 
There are four dimensions of transactional leadership: contingent reward, management by 
exception (active and passive), and laissez-faire (Bass, 1990). Contingent reward is exhibited 
when a manager promises rewards for good performance. Management by exception active is 
exhibited when a manager is searching for deviations from standards or lack of employee 
compliance. Management by exception passive is exhibited when a manager intervenes only 
when standards are not meant or when employees are out of compliance. Laisses-faire style is 
exhibited when a manager does not take responsibility and avoids making decisions (Bass, 
1990). 
Transformational leadership has been defined as the leader’s ability to influence and motivate 
followers to think critically and participate in the decision-making process (Bass, 1990; Bass & 
Avolio, 1993). Other researchers have defined transformational leadership as a set of practices 
that leaders utilize to influence employee attitudes and assumptions and to build employee 
commitment to the organization’s mission (Kouzes & Posner, 1993; Portugal & Yukl, 1994; 
Yukl, 1981). Transformational leaders look beyond the present goals of the organization, are 
open-minded, dynamic, and concerned about planning (Harris, 1985). They encourage employee 
commitment and loyalty to the organization by redefining the organization’s mission, vision, and 
values (Roberts, 1985). Transformational leaders encourage learning and individual development 
and inspire followers to adopt values and goals that are consistent with their own vision (Bass, 
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1985, 1990; Bass & Avolio, 1993). In addition, this type of leader creates relationships with 
employees that gives them the confidence to speak up to their leader and voice suggestions for 
the organization that fosters creativity and innovation (Liang et al., 2017). Slåtten and 
Mehmetoglu (2015) examined the effects of transformation leadership and perceived creativity 
on innovation behavior in the hospitality industry. The researchers collected data from frontline 
employees who had regular contact with employees and worked in hospitality organizations. The 
findings supported that transformational leaders motivate their followers and their willingness to 
take challenges and be innovative in their work. These findings align with Gumusluoglu and 
Ilsev’s (2009) research on transformational leadership and innovation behavior. Similarly, 
Kumar and Krishnaraj’s (2018) study on the right style of leadership for the hotel industry found 
that participative leadership style has a strong influence on employees’ commitment to service 
quality in part because employees are directly involved in the decision-making process. 
According to Bass and Avolio (1993) there are four dimensions of transformational 
leadership: idealized influence, inspirational motivations, individualized consideration, and 
intellectual stimulation. Idealized influence refers to the charisma of the leader and the ability to 
be confident, trusted, and valued by followers. Inspirational motivation refers to the ability of a 
leader to challenge followers to work effectively by acting as a role model. Individualized 
consideration refers to the leader’s ability to act as a mentor to individual employees. Intellectual 
stimulation is the leader’s ability to challenge followers to think creatively and critically (Bass & 
Avolio, 1993). 
By definition, managers who are committed to service quality provide visible leadership 
to ensure employees’ acceptance of service quality initiatives (Ahmed & Parasuraman, 1994). 
Testa and Sipe (2012) identified the most common leadership competency as “people savvy” and 
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interpersonal communication. Effective communication is important in both employee and 
customer interactions, as well as developing open communication systems that lead to higher 
service quality. An appropriate leadership style for hotel managers is one that increases their 
ability to communicate their own commitment to service quality to employees. As a result, Clark 
et al. (2009) argued the most appropriate leadership style in managing frontline hotel employees 
is likely to be transformational. They examined three types of leadership: directive, participative, 
and empowerment. Due to its transformational nature, empowering and participative leadership 
are effect in influencing employees to adopt the manager’s service vision and values. 
Bowen and Lawler’s (1992) study demonstrated that empowered employees take 
“ownership” of their job, feel better about their job, and tend to convert these positive feelings 
into values that align with those held by the organization. The results of the study indicated that 
the primary path of leadership influence lies in increasing the extent of shared values between 
the hotel and its employees, which connects them to the organization. This type of leader 
demonstrates the following behaviors: confidence, trustworthiness, is inspiring, acts as a role 
model, encourages follower learning and development, and challenges them to think creatively 
and critically (Bass & Avolio, 1993). Researchers state managers in the hospitality industry are 
born to serve others, have personal integrity and character, and exhibit trust, honesty, care, 
respect, fairness, and loyalty. Managers lead by example, exceed expectations, anticipate needs, 
display teamwork, command attention to detail, teach, coach, and help others succeed. These 
behaviors are in line with Clark et al. (2009), who argued that effective hotel/hospitality 
managers likely demonstrate transformational leadership behaviors. 
Based on this information, for this study, Kouzes and Posner’s (1988) leadership practice 
theory was used. Leadership practice theory identifies five specific transformational leadership 
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behaviors: model the way, inspire a shared vision, challenge the process, enable others to act, 
and encourage the heart. 
Leadership Practices Theory 
According to Kouzes and Posner (2007), “Leadership is a relationship between those that 
aspire to lead and those that choose to follow” (p. 24). Kouzes and Posner’s theory of 
transformational leadership (1988, 2007, 2011) identified five specific, observable, and learnable 
people-oriented (transformational) behaviors and actions that have made a difference within 
organizations: model the way, inspire a shared vision, challenge the process, enable others to act, 
and encourage the heart. According to Kouzes and Posner (2007), if leaders model and 
demonstrate these behaviors, they should develop followers with similar behaviors. 
The Leadership Practices Inventory is used to measure the five exemplary practices 
(behaviors) defined by Kouzes and Posner (1988). The Leadership Practices Inventory is a 30-
point behavioral assessment based on a five-point Likert scale, and each item includes 6 
statements that measure the 5 behaviors of transformational leadership identified by Kouzes and 
Posner (1988). A researcher has the option to use a 360 evaluation, evaluate the leader, or 
evaluate the observer (followers). For the purpose of this study, leaders were identified as direct 
managers/supervisors of the observers. Observers were identified as hotel employees supervised, 
directed, and/or managed by the manager/supervisor. Each behavior is described in detail below. 
Model the Way 
The first law of leadership from Kouzes and Posner (2007) is “if you don’t believe in the 
messenger, then you won’t believe the message” (p. 47). Model the way is the extent to which a 
leader demonstrates values and beliefs and remains consistent in what they believe, a “practice 
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what you preach” and “lead by example” approach. Followers admire leaders who believe 
strongly in something and who are willing to stand up for their beliefs. 
Knowing who you are as a leader is the first step in the leadership journey (Kouzes & 
Posner, 2013). Once a leader knows what their values, standards, ethics, and ideals are, they can 
speak clearly about them to others (Kouzes & Posner, 2013). For others to believe what a leader 
says, the leader must be authentic and consistent (Kouzes & Posner, 2013). Leaders gain 
creditability and authenticity by doing what they say they will do. They are aware of the values, 
principals, standards, ethics, and ideals that drive them, which in turn drives loyalty, 
commitment, and productivity within an organization (Kouzes & Posner, 2013). Effective 
leaders instill values through their personal actions, as much as, or more than, through their 
words (Kouzes & Posner, 1995; Malphurs, 2004). Service quality in an organization is enhanced 
when leaders possess superior expressive service quality. That is, service leaders must model the 
behavior they want from their followers (Testa & Sipe, 2012). 
Modeling is the foundation for leader influence and has many potential effects upon the 
organization. It is a meaningful way to focus upon and establish a leader’s organizational vision 
(Nanus, 1992; Snyder, 1994). Leaders embed their attributes into their organizational cultures by 
their actions and reactions (Schein, 1992). The leader is responsible for the environment, and one 
way to influence it is to demonstrate (model), by their own behavior, their commitment to the 
vision and goals of the organization. These actions enable leaders to gain credibility among their 
followers (Bennis & Nanus, 1986). Modeling demonstrates and builds authenticity; authentic 
leaders are: 
individuals who are deeply aware of how they think and behave and are perceived by 
others as being aware of their own and others' values/moral perspective, knowledge, and 
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strengths; aware of the context in which they operate; and who are confident, hopeful, 
optimistic, resilient, and high on moral character. (Avolio et al., 2004, p. 4) 
Inspire a Shared Vision 
According to Sinek (2009), “There are leaders, and there are those who lead. Leaders 
hold a position of power or influence. Those who lead inspire us” (p. 4). As noted by Kouzes and 
Posner (2006), “Visions are images in the mind, impressions and representations. They become 
real when leaders express those images in concrete terms to their followers” (p. 145). Therefore, 
vision can be viewed as broad in scope and not specific, and in practice, it is never truly 
accomplished (Baum & Locke, 2004; Baum et al., 1998; Kirkpatrick & Locke, 1996). Vision 
serves as a source of motivation for the entire organization (Baum & Locke, 2004). This makes 
vision different from a goal, which can be completed at a specific time in the future (Kirkpatrick 
& Locke, 1996). A goal is a milestone (or obstacle) that must be passed on the way to achieving 
a vision (Senge et al., 1994). Leaders share and demonstrate their personal vision, beliefs, and 
values to create an organizational vision and motivate their followers to become part of it 
(Bennis & Nanus, 1986). They commit to envisioning the future by imagining the possibilities 
and finding a common purpose and common goals that will motivate their followers. 
Exemplary leaders are forward-looking and can envision the future and imagine greater 
opportunities, and ensure others can see what they see. According to Kouzes and Posner’s (2011) 
research about leadership behaviors, forward-thinking was the second most admired 
characteristic that people looked for in those they were willing to follow. When visions are 
shared, they attract more people, sustain higher levels of motivation, and withstand more 
challenges. Leaders must engage others to join in a cause and decide to move forward. Similarly, 
Testa and Sipe (2012) found that inspiration was another common leadership competency. Their 
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research stated that common motivation methods such as incentive rewards must be combined 
with intangible rewards such as creating an environment that cultivates inspiration and 
performance. 
A leader must encourage their followers to envision how their own interests and 
aspirations are aligned with the leader’s vision (Kouzes & Posner, 2011). A leader must know 
their followers, understand their needs, and then communicate the passion and vision through 
vivid and expressive language. These observable, expressive, and energetic actions used by 
leaders to communicate their vision are often described as charisma (Kouzes & Posner, 2011). 
Most leadership theories describe vision as a necessary tool for inspiring members of an 
organization to achieve high performance in relation to the organization’s vision and goals (Bass, 
1985; Bennis & Nanus, 1986; Conger & Kanungo, 1987; House, 1977; Tichy & Devanna, 1986, 
1990). 
Challenge the Process 
People do their best when there is a chance to change the way things are. Leaders seek 
and accept challenging opportunities to test their abilities, and they motivate others to challenge 
the status quo. Exemplary leaders create an environment where the potential for finding new 
ideas is maximized. They (a) promote internal and external communications, (b) look inside and 
outside the organization for good ideas, and (c) treat job assignments as adventures, not tasks 
(Kouzes & Posner, 2013). In addition to looking for new or better ways of doing things, 
exemplary leaders model and encourage the same behaviors from their constituents (Kouzes & 
Posner, 2013). 
Exemplary leaders look for great ideas everywhere by listening and taking advice from 
followers. They celebrate small wins, take calculated risks, and transform mistakes and failures 
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into learning opportunities (Kouzes & Posner, 2013). These small early wins encourage 
constituents to support change initiatives. Creating an environment where followers can 
experience small wins and failures leads to psychological hardiness, encourages innovation, and 
sets the stage for future success (Kouzes & Posner, 2013). 
Enable Others to Act 
Collaboration is a skill that enables corporations, communities, and even classrooms to 
function effectively (Kouzes & Posner, 2013). Enabling others to act is all about collaboration; 
exemplary leaders know that they cannot get extraordinary things done by themselves (Kouzes & 
Posner, 2013). They need their followers to contribute to the organization as partners with them. 
Therefore, to enable others to act, exemplary leaders create a culture where face-to-face 
interactions, joint effort, and reciprocity are the norms (Kouzes & Posner, 2013). 
Exemplary leaders enable collaboration by fostering partnerships, building trust, and 
facilitating relationships. They facilitate relationships by being trustworthy, showing concerns 
for others, and by sharing information and knowledge (Kouzes & Posner, 2013). Strengthening 
others by increasing self-determination and developing competence is another strategy to foster 
collaboration (Kouzes & Posner, 2013). They foster followers’ feelings of self-determination by 
(a) providing choices, (b) latitude, and (c) accountability (Kouzes & Posner, 2011). To get 
people to contribute more than their job description requires leaders to provide choices to 
employees (Kouzes & Posner, 2013). Given a chance to act independently and make choices 
within defined parameters, followers will rise to the occasion and learn to make better choices in 
the process (Kouzes & Posner, 2013). Allowing employees to use their own judgments decreases 
the time it takes to resolve customer issues. It also means having increased responsibility, the 
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ability to voice suggestions, and increased accountability, which improves performance (Kouzes 
& Posner, 2013; Liang et al., 2017). 
Accountability is a key component of effective collaboration. To foster accountability, 
exemplary leaders encourage constituents to take personal responsibility and be accountable 
(Kouzes & Posner, 2013). The team members must each do their part for the collaboration to be 
a success (Kouzes & Posner, 2013). 
Encourage the Heart 
Kouzes and Posner (2007) identified a set of seven recognizable, learnable, and 
repeatable actions leaders take to make people feel special and reinforce the standards of the 
organization. When leaders encourage the heart, they set clear expectations, expect the best, pay 
attention, personalize recognition, tell the story, celebrate together, and set examples. 
Recognitions are opportunities to stress what is important, what the organization values, and 
draw attention when the standards are met and exceeded. 
For leaders to be successful in encouraging the heart, it is critical that there is a set of 
clear standards of excellence. Employees must be held accountable for these standards, and then 
they should be linked to performance and achievement. The best leaders are dedicated to helping 
people achieve their full potential. They believe that no matter what their role, people can 
achieve the high standards that have been set. The leader’s belief increases the follower’s self-
confidence. When leaders expect people to achieve, they do. Passionately believing in people 
and expecting the best is another prerequisite for leaders to be successful in encouraging the 
heart (Kouzes & Posner, 2007). 
Another important prerequisite for encouraging the heart is for leaders to always be on 
the lookout for exemplary behavior and recognize it right away. Rewards and recognition are not 
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a one-size-fits-all process. Leaders must take the time to know their followers personally, and 
then, when it comes time to recognize them, the leader can make it special, meaningful, and 
memorable. 
According to Schein (1992), leaders have a major impact on the formation of 
organizational culture, organizational goals, and service strategies toward customer service. 
Their beliefs, values, and assumptions form the core of the organization’s culture from the start 
and these beliefs, values, and assumptions are taught to new members. Leaders can transmit and 
embed organizational culture through deliberate teaching, coaching, leading by example, 
rewarding employees, recruitment, selection, promotion, and other mechanisms. Employees will 
more likely be committed to the leader’s vision if it is based on the values and moral 
justifications that are acceptable to the employees (King & Anderson, 1995). 
Organizational Culture 
Similar to leadership, organizational culture is an apparent theme in management studies 
without a consistent definition. Edgar Schein’s (1985, 1990, 1992, 2004), research into 
organizational culture is widely cited. He characterized organizational culture as: 
the pattern of basic assumptions that a given group has invented, discovered, or 
developed in learning to cope with its problems of external adaptations and internal 
integration, and have worked well enough to be considered valid, and, therefore, to be 
taught to new members as the correct way to perceive, think, and feel in relation to other 
problems. (Schein, 1985, p. 12) 
Other researchers have based their principles of organizational culture on the actual 
principles of culture (Rashid, 2003; Rousseau, 1990; Schein, 1985). These principles of culture 
range from assumptions of values and behavioral norms to actual patterns of behavior that form 
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the identity of people (Rousseau, 1990). Muafi (2009) defined organizational culture as the 
value, ideology, philosophy, trust, rituals, symbols, and norms that influence organizational 
performance. Researchers have described it as an effective system to elicit desired behaviors 
leading to better business outcomes. 
Organizational culture is a shared understanding of an organization’s employees. The 
beliefs, values, norms, and philosophies determine how things work. The culture defines 
expected standards of behaviors in specific situations (Schein, 1985). There is no good or bad 
culture; a culture is a good fit when it reinforces the mission, purpose, and strategies of the 
organization. Organizational cultures are complex, and understanding them means understanding 
the difference between formal and informal rules (Dawson et al., 2011). According to Schein 
(2010), organizational culture can be made up of four different levels that can be identified to the 
observer. Specific levels that were relevant for this study were climate, formal rituals and 
celebrations, espoused values, and formal policies. 
The first identifiable level of organizational culture is climate. Climate is defined as the 
physical layout of an organization and includes the employee-employee interaction, employee-
customer interaction, and employee-supplier interaction. The second identifiable level of 
organizational culture is formal rituals and celebrations. This level is defined as how the group 
recognizes and celebrates key events within the organization, for example, completion of 
projects, obtaining goals, and promotions. The third identifiable level of organizational culture is 
espoused values, the principles and values that the organization is trying to achieve and beliefs 
on how the organization should be operated. The fourth identifiable level of organizational 
culture is formal philosophies. This level is defined as the policies and procedures that guide the 
organization’s actions toward employees, customers, and other stakeholders (Schein, 2010). 
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Many researchers have argued that employees prefer an organization they believe offers 
pleasant and rewarding experiences, provides an opportunity to grow, employs competent and 
knowledgeable co-workers, and allows employees to be involved in the decision-making process 
(Arnett et al., 2002; Carbery et al., 2003; King & Nicol, 1999). Bowen and Schneider (1988) 
have also found that when employees identify with the norms, values, and cultures of an 
organization, they are less inclined to quit, and customers seem to be more satisfied with their 
service. Organizational culture can inspire commitment and loyalty within the organization, 
which leads to improved productivity (Lund, 2003). According to Bass and Avolio (1993), 
culture affects leadership, just as leadership affects the culture of an organization. 
In any service industry, an appreciation of good service orientation is extremely 
important. Service-oriented cultures involve service-related behaviors and attitudes, judgment 
decisions, and actions. The culture of the organization has a vital impact on how service-oriented 
its employees are and how they act in the service exchange with customers (Bowen & Schneider, 
1988; Christopher et. al., 1991). 
Hospitality Culture 
The hospitality industry has a unique and specific culture that can be generalized to 
multiple parts of the industry, such as hotels and restaurants (Woods, 1989). Woods (1989) used 
Schein’s (2010) levels of culture and examined the culture of hospitality companies, specifically 
in the restaurant industry. The research identified characteristics that represented the culture of 
the restaurant industry within the context of Schein’s (2010) levels of culture, such as high 
turnover rates for management and employees, the need for support and communication from 
management, and an emphasis on teamwork. Due to these shared levels of culture in most of the 
restaurant industry, it is easy for employees to move freely from one restaurant to another 
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(Woods, 1989). Kemp and Dwyer (2001) confirmed Wood’s (1989) research in their study of the 
lodging industry. They examined the connection between organizational culture, strategy, and 
performance. Tepeci and Bartlett (2002) developed the Hospitality Industry Culture Profile 
instrument to assess individual values and the perception of organizational culture in hospitality 
organizations and how individuals fit in hospitality organizations. 
Dawson et al. (2011) developed the Hospitality Culture Scale, which is used to identify 
the current culture of a hospitality organization and the personal attributes of hospitality 
employees. They used O’Reily’s organizational culture profile and Wood’s (1989) values of the 
restaurant industry culture. The fact that the product and service are integrated to provide an 
experience for the customers makes the characteristics of employees critical. Hospitality industry 
employees are willing to do more than is expected of them due to the culture of the organization 
(Dawson et al., 2011). Researchers assessed and summarized the characteristics and culture of 
the hospitality industry (Brinker & Phillips, 1996; Capodagli & Jackson, 2006; Cathy, 2002; 
Dedman & DeLoach, 1999; Marriott & Brown, 1997). These characteristics are as follows: we 
are happy to be here (Cathy, 2002), pride of belonging, hiring attitude over aptitude, business is a 
family affair (Dedman & DeLoach, 1999), employees are number one, having fun, hands-on 
managers, take care of the smallest details, commitment to continuous improvement (Marriott & 
Brown, 1997), and hire the best people with “can do” attitude (Brinker & Phillips, 1996). 
Service Quality 
Lewis and Boons (1983) defined service quality as “a measure of how well the service 
level matches the customers’ expectations.” Delivering quality service means conforming to the 
customers’ expectations consistently (Parasuraman et al., 1985). Christopher et al. (1991) 
defined service quality as an organization’s ability to meet and exceed customers’ expectations. 
23 
The definition can be expanded to the overall evaluation of specific service and the degree of 
differences or discrepancies between performances with the customers’ general expectation of 
what the performance should be (Parasuraman et al., 1994, 1985). Service quality has also been 
described as a form of attitude related to satisfaction (Bolton & Drew, 1991; Cronin & Taylor, 
1992). 
Services possess three different characteristics: intangibility, because they are 
experiences and performances; heterogeneity, because they can change from provider to 
provider, customer to customer, and day to day; and inseparability, because quality of service 
occurs at the time of delivery (Zeithaml et al., 1990, p. 15). The dimensions of service quality are 
(a) tangibles, physical facilities equipment, and appearance of personnel; (b) reliability, the 
ability to perform the promised service dependability and accurately; (c) responsiveness, 
willingness to help customers and provide and promote service; and (d) assurance, knowledge 
and courtesy of employees and their ability to convey trust, confidence, empathy, and caring 
individualized attention (Zeithaml et al., 1990, p. 21). Grönroos (1984) examined the difference 
between technical quality and functional quality, focusing on evaluating the service process 
rather than the output. In hospitality organizations, the customer service experience is heightened 
because the customer is involved in the service experience. That is, production and consumption 
occur at the same time. Due to the inseparability of service, the experience is different for each 
customer based on the individuality of the customer and the employee (Grönroos, 1984). 
Comparably, Waqanimaravu and Arasanmi’s (2020) study on the relationship between employee 
training and service quality in the hospitality industry revealed a significant relationship between 
the employees’ perception of the benefits of training, support for training, and service quality, 
which has a direct influence over customers’ perception of service quality (Paulin et al., 2000). 
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Researchers agree that service quality is an important strategy to gain a competitive advantage, is 
a critical determinant of success in an organization (Frost & Kumar, 2000; Lewis, 1987; Wirtz & 
Bateson, 1995), and managing its features is an important aspect of the delivery of service 
quality (Zeithaml, 1988). 
SERVQUAL Model 
A multi-dimensional model, SERVQUAL, has provided the foundation of service quality 
research (Parasuraman et al., 1985). The SERVQUAL model (Figure 1) and instrument focus on 
gaps between guest expectations and the perceived performance. According to SERVQUAL, 
service quality is measured by identifying gaps in service (shortfalls) perceived by customers. 
The five gaps in the service model (Zeithaml et al., 1990) are defined as: 
Gap one. Customer expectations-management perceptions gap: When managers do not 
fully understand their guests or unaware of what demonstrates high quality, they will deliver 
poor service. 
Gap two. Management’s perception-service quality specifications gap: Managers do not 
transfer their knowledge of customer expectations into service performance standards. The lack 
of service standards or when standards in place do not reflect the customers’ expectations, 
service quality will suffer. 
Gap three. Service-quality specifications-service-delivery gap: Discrepancy between 
service-quality specifications set by management and actual interpretations and delivery of 
service by employees. 
Gap four. Service delivery-external communications gap: A key determinant of 
customer expectations is the service provider’s external communication. 
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Gap five. Customer expectations and service quality perceptions: This gap has a 
functional relationship with gaps one through four. It is the difference between a customer’s 
expectations and perceptions. 
Internal Service Quality 
Strauss (1995) defined ISQ as services provided to units or individuals within the 
organization and stated that ISQ is the prerequisite to overall company performance. Boshoff and 
Mels (1995) argued that every employee and unit is both a service provider and utilizer and that 
ISQ greatly impacts the service quality to the external customers. Frost and Kumar (2001) and 
Heskett et al. (1994) defined ISQ as an internal environment based on a supportive 
consciousness among employees. Customers are internal employees, and the support staff 
includes management and other support service providers. Over the years, the concept of ISQ has 
been developed in the hotel management field. Bai et al. (2006) and Chen (2013) studied people 
working in the international tourist hotel industry and found that job satisfaction and 
commitment to the organization influence ISQ. Wildes (2007) found that good ISQ is conducive 
to attracting and keeping excellent service staff. Bouranta et al.’s (2009) findings of the 
restaurant industry in Greece imply that managers of service firms should focus on ISQ if they 
wish to improve external service quality. The focus of managers should enhance communication 
and collaboration among departments linked in workflow and help engage in solving problems. 
Internal service quality suggests that the way to satisfy customers is through satisfied 
employees (Grönroos, 1981, 1985). By understanding the needs and concerns of employees, the 
level of satisfaction customers will experience will be enhanced (Bitner, 1990; Zeithaml, 1988). 
The dimensions of ISQ include tangibles, reliability, assurance, responsiveness, and empathy. 
These dimensions are based on the five dimensions of Parasuraman and Zeithaml’s (1994) 
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SERVQUAL model. In the framework of ISQ, tangibles refer to service tools, for example, 
facilities and/or equipment. Reliability is the ability to carry out the promised service reliably 
and correctly. Assurance refers to the fact that the provided service makes colleagues feel 
confident in being equipped with the required knowledge and courtesy. Responsiveness refers to 
an employee and/or manager reacting swiftly to a colleague’s demands and providing sincere 
and timely service. Empathy refers to understanding demands and providing convenient service 
to colleagues with communication catered to their needs. 
Piercy and Morgan (1991) claimed that internal marketing programs are a direct parallel 
with conventional external marketing programs using the same concepts and elements. Grönroos 
(1981) stated that internal marketing should “create an internal environment which supports 
customer consciousness among the personnel” (p. 327). Internal marketing is a way of 
developing and maintaining a service-oriented culture (Grönroos, 1989). This can only be 
achieved if the frontline staff are treated the same as customers. Al-Ababneh, Masadeh, Al-
Shakhsheer, and Habiballah’s (2018) study found the ISQ of five-star hotels in Jordan had a 
positive influence on an employee’s job satisfaction. The researchers’ findings support a positive 
relationship between ISQ and employees’ job satisfaction in the hotel industry and that ISQ has a 
direct effect on the service quality to external customers. It is the job of managers and support 
staff to support and help frontline staff in their mission to satisfy customers. Because ISQ is 
necessary to superior external service quality service providers need to understand these 
dimensions, so they are in a better position to understand, influence, direct, and improve human 
resource in service organizations (Nahum-Shani & Somech, 2011; Pechlaner et al.,2006; 
Grönroos, 1989). 
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Nahum-Shani and Somech (2011) and Pechlaner et al. (2006) found that supervisors
/managers in organizations with customer-oriented cultures best meet their customers’ demands, 
provide good quality service, and treat their employees fairly and respectfully. Leadership styles 
and leadership behaviors, specifically transformational leadership behaviors, such as 
encouraging aspirations of employees, caring about employees, and encouraging personal 
development, have a positive impact on employee attitudes and motivate employees to actively 
offer service and assistance to colleagues to achieve organizational goals in the hotel industry 
(Lee et al., 2012; Patiar & Mia, 2009). 
Instruments 
INTSERVQUAL Model 
As the importance of service quality continues to grow, researchers tried to conceptualize 
what service quality actually is and how to measure it. The following models have been 
developed: 
 zero defection concept (Reichheld & Sasser, 1990); 
 cycle of failure concept (Schlesinger & Heskett, 1991); 
 service-profit chain model (Heskett et al., 1994); 
 service quality model (Grönroos, 1984); 
 performance-expectation mismatch (Christopher et al., 1991); 
 gap model and SERVQUAL (Parasuraman et al., 1985, 1988, 1991; Zeithaml et al., 
1990); and 
 perception-expectation perceived quality mathematical model (Brown & Swartz, 1989). 
The primary issue raised in the literature was the lack of a conceptual framework 
illustrating the understanding of the mechanics of “service quality” inside a service organization 
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(Frost & Kumar, 2000). Frost and Kumar (2000) investigated an ISQ model, INTSERVQUAL, 
an ISQ measurement scale based on an adaptation Zeithaml et al.’s (1990) service quality 
SERVQUAL model and measuring instrument. It measures the difference between internal 
customers’ perceptions and expectations from frontline service employees to support staff and 
identifies key factors influencing ISQ among employees (Frost & Kumar, 2001). The primary 
variable of interest was the service quality construct. 
Within the INTSERVQUAL model, internal gap one examines the difference in support 
staff perceptions (internal supplier) and frontline staff expectations (internal customers). To find 
the extent of this gap, the service quality construct is used. The five dimensions used to explain 
the ISQ measure are similar to those used in Zeithaml et al.’s (1990) research. The five 
dimensions are listed in Table 1. 
Table 1. 
Internal Service Quality Dimensions and Their Definitions 
Dimension Definition 
Tangibles Appearance of physical facilities, equipment, personnel, and 
communications materials 
Reliability Ability to perform the promised service dependably and accurately 
Responsiveness Willingness to help (internal) customers and provide prompt service 
Assurance Knowledge and courtesy of employees and their ability to convey trust and 
confidence 
Empathy Caring, individualized attention the employees provide to each other 
Source. Adapted from Zeithaml et al. (1990). 
Internal gap three (Figure 2) is the difference between service quality specifications and 
the service actually delivered in an “internal service performance gap.” This gap widens, 
especially in large service organizations such as airlines, where there is a large support staff base, 
who do not have direct contact with passengers but are still an important link in the service 
quality chain. Their presence is essential for providing frontline staff with the tools, both 
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intangibles and tangibles, necessary to achieve the company’s objective in providing quality 
service to passengers. Gunawardane (2011) demonstrated that while reliability and 
responsiveness seemed important dimensions in all types of internal service encounters, internal 
customers place heavy importance on communication and flexibility in internal service 
encounters with collaboration and compromise between the two internal customer departments 
and/or the internal supplier department. 
In Parasuraman et al.’s gap model, gap five is the primary gap where customers’ 
expectations of a service provided are compared with their perceptions of that service. In the ISQ 
model, gap five (Figure 2) is based on the difference between frontline staff (internal customer) 
expectations and perceptions of support staff (internal supplier) service quality. 
Figure 1. Reproduced from the ISQ model (Frost & Kumar, 2000). 
Leadership Practices Inventory 
The Leadership Practices Inventory was developed based on case studies of 1100 
managers and in-depth interviews of 38 managers discussing their “personal best as a leader,” an 
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experience in which they accomplished something extraordinary in the organization. Derived 
from this analysis were five leadership practices (behaviors) describing more than 80% of 
behaviors discussed in the interviews and case studies: model the way, challenge the process, 
inspire a shared vision, enable others to act, and encourage the heart (Posner & Kouzes, 1988). 
All employees were asked to rate a set of 30 behaviorally-based statements regarding these 
behaviors, referred to as the five leadership practices. Each behaviorally-based statement was 
cast on a five-point Likert scale. A higher value represented greater use of a leadership behavior. 
Posner and Kouzes conducted various analyses that suggested that the Leadership Practices 
Inventory has sound psychometric properties. Internal reliabilities with 36,226 subjects ranged 
from .81 to .90, and test-retest reliability averaged nearly .94. Statistical testing for social 
desirability bias, using the Marlowe-Crowne Social Desirability Scale, found no significant 
correlations, indicating that the inventory is unlikely to be affected by this bias. Finally, 
discriminant analysis showed that the Leadership Practices Inventory could effectively group 
managers into various performance-based categories (Posner & Kouzes, 1988). 
Organizational Culture Profile 
The organizational culture profile (OCP; O’Reilly et al., 1991) contains value statements 
that assess which characteristics define the organization and those characteristics employees 
prefer. Most organizational culture studies use OCP to determine employee organization culture 
fit. 
Hospitality Culture Scale 
Studies have been conducted to determine the culture of the hospitality industry (Kemp & 
Dwyer, 2001; Woods, 1989). The Hospitality Culture Scale was designed to identify the current 
culture of a hospitality organization (characteristics) and the personal attributes (values) of 
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hospitality employees. Organizational culture researchers (O’Reilly & Chatman, 1996; Schein, 
1996) adopted a sociological perspective regarding how members within an organization viewed 
values, underlying assumptions, and expectations and how they interpreted the surrounding 
environment. The Hospitality Culture Scale provides a framework that has a high degree of 
similarity with the social aspects of organizational culture and has been used as a measurement 
of hotel culture (Dawson et al., 2011). 
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CHAPTER 3. METHODOLOGY 
Introduction 
Service is an important aspect of the hotel industry. Improving ISQ and adjusting for 
external operational strategies that better align with customers’ expectations enhance the 
organization’s competitiveness (Chen, 2013). Internal service quality is related to employee 
behavior and, arguably, an important prerequisite to an organization’s overall performance 
(Large & König, 2009). Organizational characteristics, such as organizational culture and 
leadership behaviors of hotel managers, have an influence on individual behavior (Testa & Sipe, 
2012). Hotel managers’ leadership behaviors facilitate employee performance and satisfaction 
perception. Kralj and Solnet (2010) suggested that while organizational culture is highly 
correlated with employee and customer satisfaction, employees’ behaviors toward the 
organization and customers result in the internal service perception. 
Use of Human Subjects 
The proposal for this research study was presented to the Program of Study Committee 
on May 2, 2019. Upon approval, all necessary information was sent to the Iowa State University 
Institutional Review Board to ensure that the study met its requirements to be exempt from full 
review. Documentation status is in Appendix D. The principal researcher has completed the 
internet-based “Protecting Human Research Participants” training and can present the achieved 
certificate or certification number, or both, if needed. 
Research Design 
For this study, previously developed scales were used in a survey to examine the 
relationship between specific leadership behaviors as defined by Kouzes and Posner (1988) and 
the influence these leadership behaviors have on the perceptions of hospitality culture and ISQ 
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delivered to hotel employees. Data were collected from hourly employees of midscale and upper-
midscale hotels operated by a management company located in Western New York. 
Sample Selection 
For the purpose of this study, the leader was defined as a manager/supervisor in a hotel 
with employees who directly reported to them. Employees of each manager/supervisor were 
identified as any person who was supervised and/or managed on a daily basis. Hospitality 
managers, specifically within a hotel, have a responsibility to interact with employees across all 
departments. A hotel manager/supervisor may hold a position within a hotel, including but not 
limited to, front desk manager, sales manager, housekeeping manager, food and beverage 
manager, catering manager, operations manager, or maintenance manager. 
According to Smith Travel Research (STR), hotels are classified in the following 
categories, economy, midscale, upper-midscale, upscale, upper-upscale, and luxury (“STR’s 
Census Database,” 2019). This study focused on hotels that fall into the midscale and upper-
midscale classification. The researcher worked with a management company located in Western 
New York. Contacts were collected from the researcher’s work experience with the management 
company. There were eight midscale hotels and four upper-midscale hotels within the 
management company used for this study.  
The researcher contacted a representative from the management company to gain 
permission for the study.  Then the researcher contacted the general managers of 12 hotels of a 
management company located in Western New York to explain the purpose of the study and 
receive a commitment to participate. All 12 hotel general managers agreed to participate, and the 
researcher set up a time to deliver packets and explain the process for administration and 
collection. Per the agreement with the Leadership Practices Inventory, and at the request of the 
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management company, the researcher was required to administer a paper survey, which strictly 
prohibited the possible sample size by limiting the places in close proximity of the researcher.  
Data Collection 
A self-administered paper survey was used to collect data. The survey consisted of the 
Leadership Practices Inventory (Kouzes & Posner, 1988), observer portion, INTSERQUAL 
Scale (Frost & Kumar, 2001), and the Hospitality Culture Scale (Dawson et al., 2011). A paper 
survey is expected to produce a higher response rate than an internet-based questionnaire 
because not all employees may have access to the internet (Dillman et al., 2014).  In addition, a 
paper survey was utilized per the request of the management company due to the socio-economic 
status makeup of their staff. Representatives from the company stated that most employees do 
not have access to the internet, a computer/tablet, or own a smart phone. No personal information 
was attached to individual participants’ responses, thereby ensuring anonymity. Data were 
collected in each hotel using a self-administered survey. Employees evaluated their 
manager/supervisor using the Leadership Practices Inventory observer survey (Kouzes & Posner, 
1988) and the organizational culture of the hotel was measured using the Hospitality Culture 
Scale (Dawson et al., 2011).  Similar to Fernandes, Alturas, and Laureano (2018), the researcher 
chose to use only the part of the instrument that measures organizational culture of a hospitality 
organization. Employees rated their expectation and perception of service quality delivered 
within the organization using the INTSERVQUAL (Frost & Kumar, 2001). In contrast to past 
research, the researcher chose to measure ISQ as one variable instead of measuring the influence 
and relationship of each ISQ dimensions.  This decision was based on the intent to measure the 
overall expectation and perception and focus on the influence of the gap score, the difference 
between perceptions and expectations. The survey is in Appendix A. 
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Data Analysis 
The results of the surveys were compared and analyzed using the Statistical Package for 
the Social Sciences (SPSS), version 26. The researcher conducted Cronbach’s alpha reliability 
analyses to measure the internal consistency of each variable in the study. Descriptive statistics 
analysis examined the employees’ expectations and perception scores. The overall gap scores 
were calculated by subtracting the expectations means (EM) from the perceived means PM 
(Akbaba, 2006). The smaller the gap score, the more positive the influence. A large gap score 
shows a negative influence. A multiple regression analysis using ISQ predicted which leadership 
behaviors positively influenced employee perception of ISQ and hospitality culture of the hotel. 
Hospitality culture and leadership behaviors and hospitality culture (research question two) were 
the independent variables with ISQ and hospitality culture as dependent variables. Multiple 
regression analyses examined the influence of leadership behaviors and hospitality culture on 
perceived ISQ delivered to employees. The following are the research questions and 
corresponding hypotheses that were used to guide this study. It is important to note that all 
variables are as perceived by hotel employees. 
Research Question One 
What is the influence of a hotel manager/supervisor’s leadership behaviors on the 
hospitality culture of a hotel? 
Hypothesis 1a 
Model the way leadership behavior will have a positive influence on the hospitality 
culture of a hotel. 
Hypothesis 1b 
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Inspire a shared vision leadership behavior will have a positive influence on the 
hospitality culture of a hotel. 
Hypothesis 1c 
Challenge the process leadership behavior will have a positive influence on the 
hospitality culture of a hotel. 
Hypothesis 1d 
Enable others to act will have a positive influence on the hospitality culture of a hotel. 
Hypothesis 1e 
Encourage the heart leadership behavior will have a positive influence on the hospitality 
culture of a hotel. 
Research Question Two 
What is the influence of hospitality culture on perception of ISQ within a hotel? 
Hypothesis 2 
The hospitality culture of a hotel will have a positive influence on ISQ. 
Research Question Three 
What is the influence of a hotel manager/supervisor leadership behavior on the perception 
of ISQ of the hotel? 
Hypothesis 3a 
Model the way leadership behavior will have a positive influence on the perception of 
ISQ of a hotel. 
Hypothesis 3b 
Inspire a shared vision leadership behavior will have a positive influence on the 
perception of ISQ of a hotel. 
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Hypothesis 3c 
Challenge the process leadership behavior will have a positive influence on the 
perception of ISQ of a hotel. 
Hypothesis 3d 
Enable others to act will have a positive influence on the perception of ISQ of a hotel. 
Hypothesis 3e 
Encourage the heart leadership behavior will have a positive influence on the perception 
of ISQ of a hotel. 
Research Question Four 
What is the relationship between the hotel manager/supervisor’s leadership behavior and 
the difference between expectation and perception of ISQ of a hotel? 
Hypothesis 4 
The hotel manager/supervisor’s leadership behavior will have a positive impact on gap 
five of the internal service quality model. 
Research Question Five 
How do the age, gender, and length of service of an employee influence the perception of 
ISQ, leadership behaviors, and hospitality culture? 
Hypothesis 5a 
The age of an employee will have a positive influence on the perception of ISQ, 
leadership behaviors, hospitality culture of a hotel. 
Hypothesis 5b 
The gender of an employee will have a positive influence on the perception of ISQ 
leadership behaviors, hospitality culture of a hotel.  
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Hypothesis 5c 
The length of service of an employee will have a positive influence on the perception of 
ISQ leadership behaviors, hospitality culture of a hotel. 
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CHAPTER 4. RESULTS AND DISCUSSION 
 
This research study investigated the influence of five specific leadership behaviors as 
defined by Kouzes and Posner (1988) on two employee outcomes: (a) organizational culture in a 
hotel, for the purpose of this study, referenced as hospitality culture and (b) ISQ perceptions 
(ISQP). The researcher used the Leadership Practices Inventory to measure the five leadership 
behaviors: (a) model the way, (b) inspire a shared vision, (c) challenge the process, (d) enable 
others to act, and (e) encourage the heart. The Hospitality Culture Scale measured employees’ 
perceptions of hospitality culture within a hotel. Finally, the INTSERVQUAL Scale measured 
the ISQ of hotel employees. This chapter includes a summary of the data collection process and 
an analysis and discussion of the results for the current study organized by research question. 
Data Collection 
The researcher sent a welcome email to each hotel manager and personally delivered the 
survey packets to each hotel. The survey packet included envelopes for each participant to seal 
their response to ensure confidentiality. Participants then mailed the competed survey directly to 
the researcher in pre-stamped and addressed envelopes.   
The researcher distributed 174 survey packets, the number of hourly employees within 
the company. The initial number of responses received were low (74).  In an effort to increase 
the sample size, the researcher revisited the hotels and additional survey packets were distributed 
to employees who had not contributed or responded. An additional 10 responses were received 
for a total of 85 responses, a 48.8% response rate. Based on the review of each questionnaire, 18 
were missing data or incomplete due to the participant not completing a section of the survey or 
particular questions. When estimating missing values Hair, Celsi, Money, Samouel, and Page 
(2015) recommend substituting the mean for numeric variables.  The missing non-demographic 
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data were replaced using the imputation of series means. The survey data were uploaded into a 
behavioral research package, SPSS, to organize and analyze the data. 
According to Bartlett et al. (2001), a common goal of a survey is to collect data 
representative of the population. When a researcher utilizes multiple regression analyses in a 
study, 10 data points for each independent variable is acceptable (Bartlett et al., 2001). In the 
current study, there were six independent continuous variables; model the way, inspire a shared 
vision, challenge the process, enable others to act, encourage the heart, and hospitality culture. 
When examining the research questions, research question five included three categorical 
independent variables; gender, age, and length of service. Bartlett et al. (2001) suggests when 
analyzing categorical data, “dummy coding” was required, which created an additional 10 
independent variables, which increased the optimal sample size to 150. Because 150 responses 
were not achieved, the researcher recognized insufficient power to fully analyze the demographic 
variables, and instead, the results for demographic variables were presented as exploratory only.  
Unfortunately, due to government restrictions from the global pandemic, hotels were temporarily 
closed and/or restricted to only essential staff and guests.  
According to Clark et al. (2009), hotels are an ideal target for this type of study because 
hotels provide many opportunities for managers/supervisors and employees to interact, which 
creates an environment where the employees’ actions and perceptions of the workplace can be 
influenced by their managers/supervisors. Both the email and the face-to-face meeting with the 
general manager disclosed that each hotel would receive a $25.00 Visa gift card for a random 
drawing to be conducted by the general manager for all employees, regardless of participation in 
the study. 
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On the scheduled delivery date of survey packets to each hotel, the researcher briefly met 
with each general manager, re-explained the goals of the study, and confirmed the number of 
hourly employees at each hotel, excluding managers. Each survey packet included the 
questionnaire, a stamped and addressed return envelope, a disclosure that participation was 
voluntary, and the researcher offered anonymity and ensured confidentiality of the information 
provided. A reminder email was sent to all general managers to encourage employees to 
participate and return their responses. At the end of the collection period, the researcher emailed 
the general managers and thanked them for their support and participation. Finally, the $25 Visa 
gift cards were sent to each hotel general manager. 
Reliability Analyses  
 Cronbach’s alpha is a common measure of internal consistency, how closely related a set 
of items are as a group.   The reliability analysis provides an overall reliability coefficient of a set 
of variables.  It is used to determine how much the items on a scale are measuring the same 
underlying dimension. It is commonly used when there are multiple Likert-type questions in a 
survey/questionnaire that form a scale or subscale and a determination needs to be made if the 
scale is reliable.  According to Devillis (2003), the recommended values are 0.7 or higher.  
A questionnaire was employed to measure different constructs of leadership behaviors. 
There were five “leadership behaviors” (variables used in this study) and each construct 
consisted of six questions. The scales had a high level of internal consistency, as determined by a 
Cronbach's alpha of .861 for model the way; .915 for challenge the process; .941 for inspire a 
shared vision; .899 for enable others to act; .905 for encourage the heart (Table 2). A reliability 
analysis was performed on the hospitality culture, an independent variable for research question 
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two. The construct of hospitality culture consisted of 22 items.  The scale had a high level of 
internal consistency, as determined by the Cronbach’s alpha of .940 (Table 2). 
Table 2.  





Model the way .861 6 
Challenge the process .915 6 
Inspire a shared vision .941 6 
Enable others to act .899 6 
Encourage the heart .905 6 
Hospitality culture .940 22 
 
 A questionnaire was employed to measure different constructs of internal service quality. 
There are five dimensions of ISQ; tangibles, reliability, responsiveness, assurance, and empathy. 
These dimensions were not individually analyzed for the current research study. Three constructs 
consisted of four questions and two consisted of five questions. Each scale had a high level of 
internal consistency, as determined by a Cronbach's alpha of .833 (E) .837 (P) for Tangibles; 
.819 (E) and .942 (P) for Reliability; .8.62 (E) and .944 (P) for Responsiveness; .829 (E) and 
.903 (P) for Assurance; .789 (E) and .951(P) for Empathy (Table 3).  
Table 3.  







Tangibles .833 .837 4 
Reliability .819 .942 4 
Responsiveness .862 .944 5 
Assurance .829 .903 4 




Chen (2013) performed a correlation analysis to test the linear relationship between the 
research variables and the constructs of organizational culture and ISQ. He found that all 
constructs were positively related to leadership style except “bureaucratic culture,” which was 
positively related to internal quality service constructs. In addition, Chen (2013) performed 
simultaneous regressions using the constructs of ISQ as the dependent variables. For the current 
study, the researcher did not run simultaneous regression using constructs of ISQ or 
organizational culture. Rather, the researcher generated a multiple regression between all five of 
the independent variables and hospitality culture and ISQ simultaneously to better understand 
how the five specific behaviors may influence hospitality culture and ISQ overall. The research 
questions were restated from Chapter 3. Within each question, the alternative hypotheses were 
presented. The null hypothesis for each presented alternative was that no relationship or 
influence exists. 
Of the full sample group of 85, 56.5.7% were female, and 28.2% were male. The 
majority of the participants were between the ages of 20-40 (57.6%), followed by 41-50 (22.4%), 
and then 50-60 (17.6%). Most of the participants had a high school diploma or equivalent 
(76.5%), followed by a 4-year college degree (17.6%), and then a master’s degree (2.4%). 
Length of service was divided as 32.9% of the participants had < 1 year of service, followed by 
36.5% had 1-3 years of service, 24.7% had 3-7 years of service, and 5.9% had >7 years of 
experience. The researcher recognizes the overlapping years as a limitation and it is addressed in 
Chapter 5. Most of the participants worked in the Front Desk department (47.0%), followed by 
42.4% in the Housekeeping department, and 10.6% in the Maintenance department. 
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Research Question One 
What is the influence of a manager/supervisor’s leadership behavior on the perceived 
hospitality culture of a hotel? 
Hypothesis 1a 
Model the way leadership behavior will have a positive influence on the hospitality 
culture of a hotel. 
Hypothesis 1b 
Inspire a shared vision leadership behavior will have a positive influence on the 
hospitality culture of a hotel. 
Hypothesis 1c 
Challenge the process leadership behavior will have a positive influence on the 
hospitality culture of a hotel. 
Hypothesis 1d 
Enable others to act leadership behavior will have a positive influence on the hospitality 
culture of a hotel. 
Hypothesis 1e 
Encourage the heart leadership behavior will have a positive influence on the hospitality 
culture of a hotel. 
The Leadership Practices Inventory questions were organized as follows: models the 
way, questions 1, 6, 11, 16, 21, 26; inspires a shared vision, questions 2, 7, 12, 17, 22, 27; 
challenges the process, questions 3, 8, 13, 18, 23, 28; enables others to act, questions 4, 9, 14, 19, 
24, 29; and encourages the heart, questions 5, 10, 15, 20, 25, 30 (Kouzes & Posner, 2013). The 
mean scores and standard deviations were calculated for each of the leadership behaviors to 
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determine if there was a predominant leadership behavior reported by followers. According to 
descriptive statistics, model the way, enable others to act, and challenge the process ranked as the 
top three behaviors observed by followers (Table 4). 
Table 4. 
Ranked Mean and Standard Deviation of Leadership Behaviors 
Variable n Minimum Maximum M SD 
Model the way 85 6 60 45.50 8.872 
Enable others the act 85 6 60 41.94 11.386 
Challenge the process 85 6 60 41.38 10.849 
Encourage the heart 85 6 60 40.94 12.009 
Inspired a shared vision 85 7 60 39.91 12.324 
      
 
However, when examining the influence of the leadership behaviors on hospitality 
culture in the regression analysis, only one of the top three behaviors in Table 4 was significant, 
model the way leadership behavior. Regarding the influence of the five leadership behaviors on 
hospitality culture, the regression model is significant, with at F = 25.632, df = 5, and p = .000 
(Table 5). 
Table 5. 
Analysis of Variance with Hospitality Culture as the Dependent Variable 
Model SS df MS F p 
Regression 23275.256 5 4655.051 25.632 .000b 
Residual 26477.486 61 434.057   
Total 35368.716 66    
Note. df =degrees of freedom; F = a ratio of variability between groups of variability within 
groups; b. dependent variable: hospitality culture; c. predictors: (constant), model the way, 
Inspired a shared vision, challenge the heart, enable others to heart, encourage the heart. 
As presented in Table 6, the beta coefficient of the independent variable, model the way, 
was significant (t = 2.176, p = .033). Thus, H1a was accepted, supporting a positive influence of 
model the way on hospitality culture. The beta coefficient of the independent variable, inspired a 
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shared vison, was significant (t = 3.866, p = .000). Thus, H1b was accepted, supporting a 
positive influence on hospitality culture. Next, the beta coefficient of the independent variable, 
challenge the process, did not yield a significant result (t = .120, p = .905). Therefore, the 
researcher failed to reject the null hypothesis in support of H1c, no significant influence was 
detected on the relationship between challenge the process leadership behavior and hospitality 
culture. When examining the beta coefficient of the independent variable, enable others to act, 
the regression did not yield a significant result (t = .324, p = .747). Therefore, the researcher 
failed to reject the null hypothesis in support of H1d, no significant influence was detected on the 
relationship between enable others to act leadership behavior and hospitality culture. 
Examination of the beta coefficient of the independent variable, encourage the heart, the 
regression did not yield a significant result (t =-.489, p = .626). Therefore, the researcher failed 
to reject the null hypothesis in support of H1e; no significant influence was detected in the 
relationship between encourage the heart and hospitality culture. 
Table 6. 
Multiple Regression Analysis with Hospitality Culture as the Dependent Variable 
Coefficients 
 Unstandardized Standardized  
Model  B Standard Error Beta t   Significance 
(Constant) 50.181 7.886  6.393 .000 
Model the way .697 .320 .292 2.176 .033 
Inspired a shared vision .913 .236 .531 3.866 .000 
Challenge the process .039 .328 .020 .120 .905 
Enable others to act .064 .197 .034 .324 .747 
Encourage the heart -.072 .146 -.041 -.489 .626 
Note. B = unstandardized weight; beta = standardized weight; t = statistic which tests for the 
significance of each variable. 
In summary, the researcher accepted the alternative hypothesis for behaviors model the 
way (H1a), inspired a shared vision (H1b). 
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The results demonstrate that employees who perceived their managers/supervisors as 
modeling the way and inspiring a shared vision increased the positive perception on the 
hospitality culture of the hotel. This finding was in line with Kay and Moncarz’s (2007) and 
Testa and Sipe’s (2012) studies that demonstrated that effective leaders possess the behaviors of 
good communication and the ability to motivate employees. In addition, these leadership 
behaviors influence organizational culture and motivate employees to cooperate and influence 
their commitment to the organization. 
 However, employees who perceive their manager/supervisor as challenging the process 
had a lower perception of the hospitality culture of the hotel. This differed from Kay and 
Moncarz’s (2007) study, which indicated that effective leaders who possess problem-solving and 
innovative behaviors have the ability to motivate employees. The results also differed from 
Slåtten and Mehmetoglu (2015) and Gumusluoglu and Ilsev (2009), which stated motivating 
transformation leadership behaviors push employees to take challenges and be innovative in the 
workplace. 
Regarding leadership behaviors, enable others to act (H1d) and encourage the heart 
(H1e), the researcher failed to reject the null hypothesis. These results demonstrated that 
employees perceiving their leaders as empowering, fostering collaboration, providing 
recognition, reinforcing standards, and celebrating goals were not significant behaviors that 
influenced the perception of hospitality culture. The results of the study differed from the 
research of Schein (1992) and Kouzes and Posner (2007), which stated that collaboration, 
believing in employees, making them feel special, and coaching and rewarding led employees to 
feel more committed to the organization and connected to the leader. It is important to mention 
that no conclusion could be made on the direction given the lack of significance. 
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Research Question Two 
What is the influence of hospitality culture on the perception of ISQ within a hotel? 
Hypothesis 2 
The hospitality culture of a hotel will have a positive influence on ISQ. 
The researcher performed a simple regression with ISQP (dependent variable) and 
hospitality culture (independent variable). The model was significant at F = .120, df = 1, and p = 
.730 (Table 7). The beta coefficient for the independent variable hospitality culture was not 
significant (t = .347, p = .730). 
Table 7. 
Analysis of Variance with Internal Service Quality as the Dependent Variable and Hospitality 
Culture as the Independent Variable 
Model SS Df MS F p 
Regression 27.116 1 27.116 .120 .730b 
Residual 18698.172 83 225.279   
Total 18725.288 84    
Note. df =degrees of freedom; F = a ratio of variability between groups of variability within 
groups; b. dependent variable: internal service quality; c. predictors: (constant), hospitality 
culture. 
Thus, the researcher failed to reject the null hypothesis for H2. No significant influence 




Simple Regression Analysis with Internal Service Quality as the Dependent Variable 
Coefficients 
Model 
Unstandardized  Standardized  
T Significance B 
Standard 
Error Beta 
(Constant) 84.414 9.403  8.977 .000 
Hospitality culture .027 .077 .038 .347 .730 
Note. a. dependent variable: internal service quality; B = unstandardized weight; beta = 
standardized weight; t = statistic, which tests for the significance of each variable. 
Based on the data of the current study, the researcher failed to reject the null hypothesis. 
The results demonstrate that no significant relationship exists with how employees perceive they 
are being served by their manager within the hotel and their perception of the culture in their 
work environment, the hotel. These results differ with Chen’s (2013) study, which examined the 
influence of organizational culture on ISQ in hotels. The results of the study demonstrated that 
organizational (bureaucratic) culture and transformational leadership exert the greatest influence 
upon ISQ, and it shows that the degree of ISQ for internal customers is higher if the employees 
perceive the hotel culture as supportive, fair, and encouraging and their managers/supervisors 
provide a clear mission and vision and influence subordinates’ actions that benefit the overall 
hotel.  
Research Question Three 
What is the influence of a manager/supervisor’s leadership behavior on the perception of 
ISQ of the hotel? 
Hypothesis 3a 
Model the way leadership behavior will have a positive influence on the perception of 
ISQ of a hotel. 
Hypothesis 3b 
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Inspire a shared vision leadership behavior will have a positive influence on the 
perception of ISQ of a hotel. 
Hypothesis 3c 
Challenge the process leadership behavior will have a positive influence on the 
perception of ISQ of a hotel. 
Hypothesis 3d 
Enable others to act will have a positive influence on the perception of ISQ of a hotel. 
Hypothesis 3e 
Encourage the heart leadership behavior will have a positive influence on the perception 
of ISQ of a hotel. 
The INTSERQUAL questionnaire was grouped into two parts: part one measured 
employees’ expectations of the employees’ work environment (ISQ expectation), and part two 
measured the employees’ perceptions of the work environment (ISQ perception). When 
examining the influence of the leadership behaviors on employees’ perceptions of ISQ, the 
regression model with the five leadership behaviors predicting the perception of ISQ, is not 
significant with F = .816, df = 5, and p = .542 (Table 9). 
Table 9. 
Analysis of Variance with the Internal Service Quality as the Dependent Variable 
Model SS df MS F p 
Regression 919.746 5 183.949 .816 .542b 
Residual 17805.542 79 225.387   
Total 18725.288 84    
Note. a. dependent variable: Internal service quality perception; predictors: (constant), encourage 
the heart, inspired a shared vision, enable others to act, model the way, challenge the process. 
As presented in Table 10, the beta coefficient of the independent variable, model the way, 
did not yield a significant result (t = 1.501, p = .137). Therefore, the researcher failed to reject 
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the null hypothesis in support of H3a. No significant influence was detected on the relationship 
between model the way leadership behavior and the employees’ perceptions of ISQ. The beta 
coefficient for the independent variable, inspire a shared vision did not yield a significant result 
(t = -.748, p = .457). Therefore, the researcher failed to reject the null hypothesis in support of 
H3b. No significant influence was detected on the relationship between inspire a shared vision 
leadership behavior and the employees’ perception if ISQ. The beta coefficient for the 
independent variable, challenge the process did not yield a significant result, (t = -.313, p = 
.755). Therefore the researcher failed to reject the null hypothesis in support if H3c. No 
significant influence was detected on the relationship between challenge the process leadership 
behavior and the employees’ perception if ISQ. When examining the beta coefficient of the 
independent variable, enable others to act, the regression did not yield a significant result (t = -
1.093 p = .278). Therefore, the researcher failed to reject the null hypothesis in support of H3d. 
No significant influence was detected on the relationship between enable others to act and the 
employees’ perceptions of ISQ. Last, the beta coefficient of the independent variable, encourage 
the heart, the regression did not yield a significant result (t = .551, p = .583). Therefore, the 
researcher failed to reject the null hypothesis in support of H3e. No significant influence was 
detected on the relationship between encourage the heart and the employees’ perceptions of ISQ 
(Table 10). It is important to note that no conclusions can be made on the direction of each result 
given the lack of significance. 
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Table 10. 
Multiple Regression Analysis with Internal Service Quality Perception as the Dependent 
Variable 
Coefficients 






(Constant) 82.195 8.785  9.356 .000 
Model the way .536 .357 .318 1.501 .137 
Inspired a shared vision -.197 .263 -.162 -.748 .457 
Challenge the process -.114 .365 -.083 -.313 .755 
Enable others to act -.239 .219 -.183 -1.093 .278 
Encourage the heart .090 .163 .072 .551 .583 
Note. B = unstandardized weight; beta = standardized weight; t = statistic which tests for the 
significance of each variable. 
Based on the results, the researcher failed to reject the null hypothesis for all leadership 
behaviors, model the way (H3a), inspire a shared vision (H3b), challenge the process (H3c), 
enable others to act (H3d), and encourage the heart (H3e). No significant influence was detected 
on the relationship between the leadership behaviors and the employees’ perceptions of ISQ. 
These results differed from Kouzes and Posner (2007), who stated that employees who perceive 
their managers/supervisors leading by example, inspiring, encouraging risk taking and 
innovation, rewarding and recognizing employees, and fostering collaboration are more 
committed to organizational goals and feel supported in the workplace and perceive their 
manager/supervisor in a positive way. In addition, these results differed from Chen (2013), 
whose research stated being able to solve problems and take risks influenced the perceptions of 
ISQ. Encouraging employees to take risks and develop innovative ideas benefited ISQ and the 
hotel overall. Chen’s (2013) research also demonstrated that transformational leadership 
behaviors have the greatest influence on ISQ within a hotel. Kouzes and Posner (2007) stated 
that leaders creating an environment where employees experience small wins, failures, and 
challenge the status quo leads to psychological hardiness and innovation.  
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The research indicates that managers/supervisors communicating a clear vision and 
mission had no significant influence on ISQ and the hotel overall. The results of this study differ 
from Kouzes and Posner (2011) stated that forward-thinking was one of the top admired 
behaviors people look for in a leader. When visions are shared, they attract more people and 
sustain higher levels of motivation. Bennis and Nanus’s (1986) research demonstrated when 
leaders share and demonstrate their personal vision, values, and beliefs, employees are more 
motivated and feel connected to the organization.  
Research Question Four 
What is the influence of the manager/supervisor’s leadership behavior on the difference 
between expectation and perception of ISQ of a hotel? 
Hypothesis 4 
The hotel manager/supervisor leadership will have a positive influence on gap five of the 
internal service quality model. 
INTSERVQUAL measures the difference between the internal customers’ (employees) 
expectations of their work environment and the perceived service delivered from support staff, 
therefore, creating an “ISQ gap” (Frost & Kumar, 2001), commonly referred to as gap five. In 
the current study, the researcher used descriptive statistics to determine the total mean and 
standard deviation of ISQP and ISQE. To determine the gap, the formula is PM minus EM. The 
total ISQ EM (95.77) was subtracted from the total PM (87.63) to provide the researcher with an 
overall gap of -8.20 (Table 11). This states that, overall, employees had a higher expectation of 
the workplace and how they should be supported by their manager/supervisor than they were 
actually experiencing in the sample. The smaller the gap score, the more positive the influence, 
and the larger the gap score, the more negative the influence (Akbaba, 2006). 
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Table 11.  
Means and Standard Deviations for Internal Service Quality Perceptions, Internal Service 
Quality Expectations, and Internal Service Quality Gap 
Variable n Minimum Maximum M SD 
Internal service quality (expectation) 85 65 110 95.77 9.294 
Internal service quality (perception) 85 34 110 87.63 14.931 
Internal service quality gap score 85 -64 23 -8.20 16.128 
 
The multiple regression analysis measured the influence of the five leadership behaviors 
(independent variables), and the dependent variable, ISQ gap (ISQPGAP). The model was not 
significant with F = 1.350, df = 5, and p = .252 (Table 12). 
Table 12. 
Analysis of Variance with ISQPGAP as the Dependent Variable 
Model SS df MS F Significance 
Regression 1719.576 5 343.915 1.350 .252b 
Residual 20131.204 79 254.825   
Total 21850.0780 84    
Note. a. Dependent variable: internal service quality gap; b. predictors: (constant), challenge the 
process, enable others to act, encourage the heart, inspired a shared vision, and model the way. 
In the beta coefficient independent variables, model the way (t =1.585 p = .117), inspire a 
shared vision (t = -1.734, p = .087), challenge the process (t = .583, p = .562), enable others to 
act (t = -.887, p = .378), encourage the heart (t = -.380, p = .705) the regression did not yield a 
significant result. Therefore, the researcher failed to reject the null hypothesis in support of H4. 
No significant influence was detected in the relationship between the five leadership behaviors 
and ISQ gap (Table 13). 
Based on these results, the researcher concluded that the gap between the employees’ 
expectations and perceptions of how they were being served had no detectable influence on how 
they perceived the behavior of their managers/supervisors in this sample. 
55 
Table 13. 
Multiple Regression Analysis with ISQPGAP as the Dependent Variable 
Coefficients 




Error Beta t Significance 
(Constant) -14.197 9.341  -1.520 .133 
Model the way .601 .379 .331 1.585 .117 
Encourage the heart -.066 .174 -.049 -.380 .705 
Enable others to act -.207 .233 -.146 -.887 .378 
Inspired a shared vision -.485 .280 -.370 -1.734 .087 
Challenge the process .226 .388 .152 .583 .562 
Note. B = unstandardized weight; beta = standardized weight; t = statistic which tests for the 
significance of each variable. 
Research Question Five 
How do age, gender, and length of service of an employee influence the perception of 
ISQ, leadership behaviors, and hospitality culture? 
Hypothesis 5a 
The age of an employee will have a positive influence on the perception of ISQ, 
leadership behaviors, hospitality culture of a hotel. 
Hypothesis 5b 
The gender of an employee will have a positive influence on the perception of ISQ 
leadership behaviors, hospitality culture of a hotel.  
Hypothesis 5c 
The length of service of an employee will have a positive influence on the perception of 
ISQ leadership behaviors, hospitality culture of a hotel. 
Length of service will have a positive influence on the employee’s perception if ISQ, 
leadership behaviors, and hospitality culture. 
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Frequency tables were created to display the demographics of the participants for the 
study. The majority of the participants were female (56.5%) and were comparably split between 
Housekeeping (42.4%) and Front Desk (47.0%)  (Table 14). 
Table 14. 
Demographics of Participants 
Variable n = 85 Percent 
Gender   
Male 24 28.2% 
Female 48 56.5% 
Did not respond 13 15.3% 
Age   
20-30 21 24.7% 
31-40 28 32.9% 
41-50 19 22.4% 
50-60 15 17.6% 
Did not respond 2 2.4% 
Length of Service   
< 1 year 28 32.9% 
1-3 years 31 36.5% 
3-7 years 21 24.7% 
>7 years 5 5.9% 
Education   
High school/GED 65 76.5% 
College 15 17.6% 
Masters 2 2.4% 
Did not respond 3 3.5% 
Department   
Front Desk 40 47.0% 
Housekeeping 36 42.4% 
Maintenance 9 10.6% 
Note: Overlapping years in length of service is recognized as a limitation in Chapter 5. 
In the current study, the goal was to examine the influence age, gender, and the length of 
service have on the employees’ perceptions of hospitality culture in the hotel, ISQ, and 
manager/supervisor’s leadership behaviors. According to Bartlett et al. (2001), when analyzing 
categorical, data dummy coding is required, which creates additional independent variables. 
Within the framework of this research, particularly research question five, three categorical 
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variables were measured, age, gender, and length of service. After applying the dummy coding, 
which added 10 variables, the optimal sample size increased to 150. The current sample size of 
85 did not meet the optimal requirement, but the regression was conducted to explore if any 
significance existed between the variables. 
First, a regression with hospitality culture as the dependent variable and age, gender, and 
length of service as the independent variables (df = 3; F = .739, p = .532) did not yield a 
significant result (Table 15). Based on the results of the regression analysis, no significant 
influence existed between demographic variables; gender, age, and length of service and 
hospitality culture.  
Table 15. 
Analysis of Variance with Hospitality Culture as the Dependent Variable 
Model SS df MS F Significance 
Regression 846.511 3 282.170 .739 .532b 
Residual 25574.784 67 381.713   
Total 26421.296 70    
Note. a. dependent variable: hospitality culture, b. predictors: (constant), length of service, 
gender, age. 
Another regression with perception of ISQ as the dependent variable and age, gender, and 
length of service as the independent variables was found to be significant (df = 3; F = 4.376, p = 
.007) (Table 16).  
Table 16. 
Analysis of Variance with Internal Service Quality Perception as the Dependent Variable 
Model SS df MS F Significance 
Regression 2403.299 3 801.100 4.376 .007b 
Residual 12265.734 67 183.071   
Total 14669.032 70    
Note. a. dependent variable: ISQP b. predictors: (constant), length of service, gender, age. 
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When examining the beta coefficient of the independent variable of length of service, the 
researcher found it to be significant (t = 2.773, p = .007). Thus supporting a significant positive 
influence between the demographic variables of length of service, and the perception of ISQ. 
When examining the beta coefficient gender no significant relationship was found (t = -1.825 p = 
.072.  After examining the beta coefficient age, the researcher determined that no significant 
relationship existed (t = 1.594, p = .116) (Table 17). 
Table 17. 
Multiple Regression Analysis with Internal Service Quality as the Dependent Variable 
Coefficients 




Error Beta t Significance 
(Constant) 82.123 6.607  12.430 .000 
Gender -6.080 3.332 -.210 -1.825 .072 
Age 2.607 1.635 .184 1.594 .116 
Length of Service 5.110 1.843 .321 2.773 .007 
Note. B = unstandardized weight; beta = standardized weight; t = statistic which tests for the 
significance of each variable. 
The results demonstrate that a significant positive relationship exists with how employees 
perceive they are being served by their manager within the hotel and their length of service. 
These results suggest that the longer an employee is employed at a hotel, the more supported 
they feel. No past research in these subject areas was identified where these variables were 
utilized as more than demographic identification. These results identify an area for future 
research. 
To investigate further, the researcher performed a multiple regression with each 
individual leadership (dependent variable) and age, gender, and length of service (independent 
variables). The regression with first leadership behavior model the way (df = 3; F = 1.412, p = 
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.247) did not yield a significant result (Table 18). No significant influence existed between the 
demographic variables; age, gender, and length of service, and model the way. 
Table 18. 
Analysis of Variance with Model the Way as the Dependent Variable 
Model SS df MS F Significance 
Regression 361.757 3 120.586 1.412 .247b 
Residual 5721.989 67 85.403   
Total 6083.746 70    
Note. a. dependent variable: model the way; b. predictors: (constant), length of service, gender, 
age. 
Next, a regression with leadership behavior inspired a shared vision (df = 3; F = .791, p = 
.503) did not yield a significant result (Table 19). No significant influence existed between the 
demographic variables; age, gender, length of service, and inspired a shared vision. 
Table 19. 
Analysis of Variance with Inspired a Shared Vision as the Dependent Variable 
Model SS df MS F Significance 
Regression 306.179 3 102.060 .791 .503b 
Residual 8647.491 67 129.067   
Total 8943.670 70    
Note. a. dependent variable: ISV; b. predictors: (constant), length of service, gender, age. 
Third, a regression with leadership behavior challenge the process (df = 3; F = .855, p = 
.469) did not yield a significant result (Table 20). No significant influence existed between the 
demographic variables (i.e., age, gender, and length of service) and challenge the process. 
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Table 20. 
Analysis of Variance with “Challenge the Process” as the Dependent Variable 
Model SS df MS F Significance 
Regression 302.756 3 100.919 .855 .469b 
Residual 7905.632 67 117.995   
Total 8208.387 70    
Note. a. dependent variable: challenge the process; b. predictors: (constant), length of service, 
gender, age. 
Fourth, a regression with leadership behavior enable others to act (df = 3; F = .258, p = 
.856) did not yield a significant result (Table 21). No significant influence existed between the 
demographic variables (i.e., age, gender, and length of service) and enable others to act. 
Table 21. 
Analysis of Variance with Enable Others to act as the Dependent Variable 
Model SS df MS F Significance 
Regression 101.855 3 33.952 .258 .856b 
Residual 8825.338 67 131.721   
Total 8927.193 70    
Note. a. dependent variable: Enable others to act; b. predictors: (constant), length of service, 
gender, age. 
Finally, a regression with leadership behavior encourage the heart (df = 3; F = 1.911, p = 
.136) did not yield a significant result (Table 22). No significant influence existed between the 
demographic variables (i.e., age, gender, and length of service) and encourage the heart. 
Table 22. 
Analysis of Variance with Encourage the Heart as the Dependent Variable 
Model SS df MS F Significance 
Regression 811.838 3 270.613 1.911 .136b 
Residual 9488.334 67 141.617   
Total 10300.172 70    
Note. a. dependent variable: encourage the heart; b. predictors: (constant), length of service, 
gender, age. 
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Based on the current results and further investigation, it appears that only length of 
service had a positive influence on the employees’ perceptions of ISQ.  Therefore, the researcher 
rejects the null hypothesis in support of H5b. The researcher failed to reject the null hypothesis 
in support of H5c and H5c; no significant influence existed between the five leadership 
behaviors, ISQ, or hospitality culture and the demographic variables of age and gender. No past 
research in these subject areas was identified where these variables were utilized as more than 
demographic identification. Subsequently, if the overall sample was larger, this may yield a 
significant result. The researcher identified this as a limitation in Chapter 5. 
Chapter Summary 
Within this chapter, all statistical analysis results were reported and reviewed to discuss 
findings. Initially, the five leadership behaviors were discussed and ranked to determine a 
dominant behavior identified by employees. Relationships and influences between the leadership 
behaviors, demographics, hospitality culture, and the perception of ISQ were either noted as 
being supported or not supported by the findings of the regression analyses, and potential 
reasoning for these findings was cited. 
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CHAPTER 5. CONCLUSIONS 
The purpose of Chapter 5 is to discuss the research findings and review the overall 
research objectives of this study. Implications of this research study are addressed from both a 
theoretical and a practical perspective. Finally, this chapter discusses the various limitations and 
opportunities for potential future research. 
Summary of Research Findings 
 Service has been identified as an important aspect of the hotel industry, especially to the 
customer (Large & König, 2009). However, research has identified that service starts internally 
with how employees perceive they are being served (Kang et al., 2002). Improving ISQ is a 
prerequisite to an organization’s overall performance and adjusting operational strategies 
enhances the organization’s service to their external customers (Chen, 2013; Large & König, 
2009). Internal service quality suggests that the way to satisfied customers is through satisfied 
employees (Grönroos, 1981, 1985, 1989). Employees whose wants and needs are met become 
more satisfied with their employers and more likely work toward achieving organization goals 
(Berry & Parasuraman, 1992). Consequently, the manager/supervisor who communicates poorly 
and fails to motivate their staff may create an environment where employees feel unappreciated, 
lack knowledge, and lack motivation, resulting in poor service delivery to external customers 
(Zeithaml et al., 1990). It is important to examine leadership behaviors and the cultural value 
system that influence employee recognition, motivation, and knowledge, and behaviors that, in 
turn, have a direct impact on the level of employee perception of ISQ in a hotel (Zeithaml et al., 
1990). 
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The overall purpose of this research was to examine the relationship between specific 
leadership behaviors as defined by Posner and Kouzes (1988) and the influence the defined 
behaviors have on the perceptions of hospitality culture and ISQ delivered to hotel employees. 
Theoretical Implications 
Five research questions were presented in this research study. The first question was to 
determine if there was an influence between hospitality culture in a hotel and the five leadership 
behaviors proposed by Kouzes and Posner (1988). This question was answered using multiple 
regression. It was determined that there was a positive influence between hospitality culture in a 
hotel and two leadership behaviors, model the way and inspire a shared vision. Similarly, 
Schein’s (1992) research on organizational culture demonstrated that leaders that can transmit 
and embed organizational culture through deliberate teaching, coaching, leading by example, 
rewarding employees, recruitment, selection, promotion, and other mechanisms. Kumar and 
Krishnaraj (2018) found that participative leadership style has a strong influence on employees’ 
commitment to the organization in part because employees are directly involved in the decision-
making process. Although this research did not look at participative leadership, the results 
support involving employees in the decision making process has a positive influence on the 
organizational culture of the hotel.   
No significant influence was identified between the three leadership behaviors, challenge 
the process, encourage the heart, and enable others to act. From this, the researcher concluded 
that employees who perceive their managers/supervisors as a role model, inspiring, and 
motivating have a positive influence on the employee’s perception of the hospitality culture of 
the hotel. These leaders communicate a clear mission and vision and gain the trust and respect of 
their employees. Bennis and Nanus’s (1986) research stated that leaders that commit to 
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envisioning the future by imagining the possibilities, finding a common purpose and common 
goals, will motivate their followers. H1a, H1b were supported and exhibited positive influence 
on leadership behaviors; model the way, inspire a shared vision, and hospitality culture. 
However, H1c, H1d, and H1e were not statistically significant where the researcher predicted a 
positive influence. This identifies a gap in the literature where researchers defend that leaders 
who take risks, challenge the status quo, empower, and recognize employees to create an 
environment of creativity, innovation, and community (Kouzes & Posner, 2013). Prior studies 
have sought to determine which leadership behaviors influence employees and culture 
(Sandstrom & Reynolds, 2020; Dawson et al., 2011; Bass & Avolio, 1993).  This study’s 
findings contribute to the literature that indicate that hotel supervisors that build relationships 
with employees through trust, collaboration, and innovation add to a culture where employees 
feel valued and are willing to do more than is expected of them (Dawson et al., 2011; Bass & 
Avolio, 1993).   
The second research question examined the influence of hospitality culture on the 
perception of ISQ. Hospitality culture showed no significant influence on the internal service 
quality perceptions of hotel employees (H2). From this result, the researcher concluded that the 
way employees feel they are being served and supported within the organization has no 
relationship on how they perceive the hospitality culture of the hotel. It is concluded that 
communication of organizational goals and a leader that acts as a role model is a stronger 
motivator in how the employee perceives the culture of the hotel. These results differ from the 
literature that argues employees are motivated by intangible and tangible rewards. For example, 
Sandstrom and Reynolds (2020) examined a general managers’ ability to use multiple leadership 
styles in hotels. Their results demonstrated that the leaders’ primary leadership behaviors 
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focused on recognizing employees for accomplishing goals, giving shared credit, and 
acknowledgment for their role in the success of the hotel. 
Past research indicates that employees are more satisfied, motivated, and feel supported 
in the organization when presented with a work environment that includes intangible and 
tangible rewards such as a pleasant and rewarding work experience, an opportunity to grow, 
competent and knowledgeable co-workers and supervisors, recognition, and monetary rewards 
(Arnett et al., 2002; Carbery et al., 2003; King & Nicol, 1999; Kouzes & Posner, 2007). Culture 
can inspire commitment and loyalty within the organization, which leads to improved 
productivity and a perception of the values and culture of hospitality organizations that 
determines how individuals fit within the organization (Lund, 2003; Tepeci & Bartlett, 2002). 
Research question three examined the influence of the five leadership behaviors on the 
perception of ISQ. Based on the results, the researcher concluded that no detectable relationship 
existed between how employees perceive their managers/supervisors and how they are being 
supported in the workplace. These results differ from the literature. In particular, Chen’s (2013) 
research found transformational leadership behaviors have the greatest influence upon ISQ 
within a hotel. Kouzes and Posner’s (2011) research stated that forward-thinking was one of the 
top admired behaviors people look for in a leader. When visions are shared, they attract more 
people, and sustain higher levels of motivation. Testa and Sipe (2012) demonstrated that when 
leaders create an environment that cultivates inspiration, it leads to positive employee 
performance and work environment. In addition, Al-Ababneh et al.’s (2018) research supports a 
positive relationship between ISQ in the hotel industry and employees’ job satisfaction. While 
there is no direct relationship found in this study with leadership behaviors and ISQ, it can be 
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concluded from previous research that a positive perception of ISQ can lead to improved job 
satisfaction and have a direct effect on the service quality to external customers.  
For research question four, H4, the research did not find statistical support. When the 
difference between the employees’ perceptions and expectations was examined in H4 in relation 
to the manager’s/supervisor’s leadership behavior, no statistical evidence was detected. 
However, these results may yield a different result with a larger sample or in a different segment 
of the industry. The results of this study may identify a gap in the literature. Similarly, Frost and 
Kumar (2001) measured ISQ in the airline industry and found a significant gap between frontline 
employees’ perception and the expectation of the support staff (managers/supervisors). 
Age, gender, and length of service of the employees were examined in H5 to determine if 
the demographics influenced the employees’ perceptions of ISQ, hospitality culture, and 
perceptions of their manager’s/supervisor’s leadership behaviors. The results demonstrated that 
the length of service of an employee has a positive influence on ISQ. This indicates that the 
tenure of an employee, increased responsibility, and accountability could contribute to the 
productivity of the long term employee, as well as the employees they interact with, building on 
the literature of workplace productivity and hospitality culture (Kouzes & Posner, 2013). Boğan 
and Dedeoğlu (2017) examined leadership behavior integrity and the relationship of employee 
tenure in the tourism industry. While their results indicated that employees with less than four 
years of service have a greater trust in their supervisor, the findings of the current research could 
add to their findings that employees with a longer tenure are more vested and play an important 
role in contributing to the culture of the organization. 
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Practical Implications 
Based on past research, evidence suggests that employees whose wants and needs are met 
become more satisfied with their employer and will be more likely to work toward achieving 
organizational goals (Berry & Parasuraman, 1992). The way to satisfied customers is satisfied 
employees (Grönroos, 1981, 1985, 1989). Therefore, service starts with how employees perceive 
they are being supported within the organization (Kang et al., 2002). Organizational culture is a 
shared understanding of an organization’s employees. The beliefs, values, norms, and 
philosophies of an organization determine standards, policies, and processes. Culture defines 
expected standards of behaviors in specific situations and presentation of self. There is no good 
or bad culture; a culture is a good fit when it reinforces the mission, purpose, and strategies of 
the organization (Schein, 2010).  
 The results of the study suggest that employees respond best to managers/supervisors that 
demonstrate responsibilities, policies, and performance standards that they expect from their 
employees. Leaders must be authentic and consistent to gain credibility and loyalty from their 
employees (Kouzes & Posner, 2013). Effective leaders instill values through their personal 
actions, as much as, or more than, through their words (Kouzes & Posner, 1995; Malphurs, 
2004). In addition, it benefits the overall hotel when managers/supervisors not only 
communicate, but exhibit their values, beliefs, and commitment to the organization’s vision and 
mission (Testa & Sipe, 2012). The behaviors of a manager/supervisor can have a lasting impact 
on the culture, commitment, loyalty, and overall productivity of employees (Kouzes & Posner, 
2013). A manager/supervisor embeds their attributes into their organizational culture through 
their actions and reactions (Schein, 1992) creating a culture that employees recognize as an 
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authentic work environment that aligns with their own values and beliefs (Avolio et al., 2004, 
King & Anderson, 1995). 
The research also suggests that employees work best in an environment where 
managers/supervisors communicate a clear vision and mission of the organization. Vision serves 
as a source of motivation for the entire organization (Baum & Locke, 2004) and when visions are 
shared, they attract more people, sustain higher levels of motivation, and withstand more 
challenges (Kouzes & Posner, 2011).  Motivation methods such as incentive rewards (monetary 
awards and/or promotion) and intangible rewards (recognition) create an environment that 
cultivates inspiration and performance (Testa & Sipe 2012). The results of this study suggest that 
when leaders motivate employees to participate in achieving organizational goals, employees 
perceive they are part of the decision making process and are connected to the culture of the 
organization and feel valued. In addition, these findings suggest that leaders who involve 
employees, motivate, and encourage participation are ideal behaviors for hotel managers (Kumar 
& Krishnaraj, 2018). 
Empowered, rewarded, and/or encouraged employees did not prove to be significant, 
however it is important to note that past research demonstrates that these behaviors have a 
positive influence on the organizational culture (Kouzes & Posner, 2013, 2007; Liang et al., 
2017; Shein, 1992).  These studies suggest that managers should get to know employees to find 
out what motivates them, their comfort level in taking risks, and how they prefer to be 
recognized which in turn will benefit the culture of the work environment, employees’ 
engagement in training, and service to both employees and customers (Kouzes & Posner, 2007; 
Waqanimaravu & Arasanmi, 2020).  
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The results of the study suggest that the length of service of an employee has a positive 
influence on ISQ.  Managers/supervisors should take advantage of employees that have served 
the organization for several years. Encouraging long term employees to contribute to the 
organization as partners creates a culture where interactions and joint efforts are the norm 
(Kouzes & Posner, 2013). These employees can be utilized to foster collaboration within the 
organization and ensure other employees feel supported and valued in their workplace. 
Strengthening others and developing competence is another strategy to foster collaboration 
(Kouzes & Posner, 2013). Programs, such as training and mentorship programs, as well as 
effectively communicating best practices, are examples of how long term employees can 
contribute beyond their job description. Given the chance, employees will rise to the occasion, 
make better choices, and be accountable (Kouzes & Posner, 2013).  In addition, the results 
suggest that having increased responsibility, the ability to voice suggestions, and increased 
accountability improves the overall performance of employees and the organization (Kouzes & 
Posner, 2013; Liang et al., 2017). 
Limitations and Future Research Opportunities 
The findings of this study have several limitations, which must be discussed for the 
benefit of future research studies. The most considerable limitation was the sample size. Due to 
limited resources, a sample was chosen from a small management company where the hotels 
were within a reasonable driving distance to the researcher because of the survey delivery 
method. Despite the paper surveys and the personal connection at each hotel, the number of 
questionnaires returned was not optimal in detecting whether demographics influenced 
employees’ perceptions of leader behaviors, ISQ, and hospitality culture. Providing an online 
link may have yielded more responses or choosing a larger management company with more 
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employees. However, the paper surveys were considered a best practice of the management 
company due to the lack of resources and technology of their employees.  Another limitation was 
the overlapping years in the demographics section (years of service) of the questionnaire. This 
overlap was inadvertently left in the final survey during distribution. 
There was little incentive for the employees to return the survey. The initial amount 
received was low, which resulted in revisiting hotels to solicit additional responses from 
employees. The intention was to increase the sample size. However, due to government 
restrictions from the global pandemic, hotels were temporarily closed and/or restricted to only 
essential staff and guests. However, one method to increase the sample size was imputation of 
data. The researcher used mean replacement to impute the data of 18 questionnaires with missing 
data. 
If this study was replicated, qualitative research design, such as an observation or 
interview, could be adopted to identify in-depth factors that may influence employees’ 
perceptions of hospitality culture, the leadership behaviors of their managers/supervisors, and 
ISQ. This study did not include the perceptions and expectations of the managers/supervisors. 
Future research could include this information to determine gaps that exist between employees 
and the leadership of the hotel. 
This research used evaluations of ISQ filled out by employees themselves. Many factors 
influence how individuals perform certain behaviors and perceive others’ behaviors. Future 
research could adopt other objective measurements from supervisors, such as the factor of job 
performance and organizational outcomes to enhance future research. 
Future research could analyze the individual dimensions of ISQ in relation to each 
leadership behavior and organizational culture. Further examination of the relationship of an 
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employee’s tenure and ISQ could include factors such as perception of supervisor trust, 
reliability, and job satisfaction as supported in Boğan and Dedeoğlu’s (2017) research. Finally, 
future research could be applied to other segments of the industry, for example, event 
management, the foodservice industry, and the tourism sector.  
Chapter Summary 
The information included in this chapter summarized the theoretical implications of the 
data analysis and results. Further discussion explained the results and differences in the 
individuals who responded to the questionnaire. Practical implications were shared to help 
managers/supervisors in the hotel industry to better serve internal customers (employees). 
Limitations were discussed, and suggestions were made to better this study should it be 
replicated or utilized for future research efforts. Last, future research opportunities were shared 
in relation to the information gathered from this study and how this study could be altered or 





Ahmed, I., & Parasuraman, A. (1994). Environmental and positional antecedents of management 
commitment to service quality: A conceptual framework. Advances in Services 
Marketing and Management, 3(C), 69-93. https://doi.org/10.1016/S1067-5671(94)03014-
6 
 
Akbaba, A. (2006). Measuring service quality in the hotel industry: A study in a business hotel in 
Turkey. International Journal of Hospitality Management, 25(2), 170-192. 
https://doi.org/10.1016/j.ijhm.2005.08.006 
 
Al-Ababneh, M. M., Masadeh, M. A., Al-Shakhsheer, F. J., & Habiballah, M. M. A. (2018). The 
impact of internal service quality on job satisfaction in the hotel industry. Research in 
Hospitality Management, 8(1), 55-62. https://doi.org/10.1080/22243534.2018.1501182 
 
Antonakis, J., Avolio, B. J., & Sivasubramaniam, N. (2003). Context and leadership: An 
examination of the nine-factor full-range leadership theory using the Multifactor 
Leadership Questionnaire. The Leadership Quarterly, 14(3), 261-295. 
https://doi.org/10.1016/S1048-9843(03)00030-4 
 
Arnett, D. B., Laverie, D. A., & McLane, C. (2002). Using job satisfaction and pride as internal 
satisfaction. Cornell Hotel & Restaurant Administration Quarterly, 43(2), 87-96. 
https://doi.org/10.1177/001088040204300209 
 
Avolio, B. J., Luthans, F., & Walumbwa, F. O. (2004). Authentic leadership: Theory building for 
veritable sustained performance. 
 
Bai, B., Brewer, K. P., Sammons, G., & Swerdlow, S. (2006). Job satisfaction, organizational 
commitment, and internal service quality: a case study of Las Vegas hotel/casino 
industry. Journal of Human Resources in Hospitality & Tourism, 5(2), 37-54. 
https://doi.org/10.1300/J171v05n02_03 
 
Barrow, J. C. (1977). The variables of leadership: A review and conceptual framework. Academy 
of Management Review, 2(2), 231-251. https://doi.org/10.5465/amr.1977.4409046 
 
Bartlett, J., Kotrlik, J., Higgins, C. (2001). Organizational research: Determining appropriate 
sample size in survey research. Information, Technology, Learning, and Performance 
Journal, 19(1), 43. https://doi.org/10.5032/jae.2002.03001 
 
Bass, B. M. (1985). Leadership and performance beyond expectations. Collier Macmillan. 
 
Bass, B. M. (1990). From transactional to transformational leadership: Learning to share the 
vision. Organizational Dynamics, 18(3), 19-31. https://doi.org/10.1016/0090-2616(90)90061-S 
 
73 
Bass, B. M., & Avolio, B. J. (1993). Transformational leadership and organizational culture. 
Public Administration Quarterly, 112-121. 
 
Bass, B. M., & Bass, R. (2009). The Bass handbook of leadership: Theory, research, and 
managerial applications. Simon and Schuster 
 
Bass, B. M., & Riggio, R. E. (2010). The transformational model of leadership. Leading 
organizations: Perspectives for a new era, 2, 76-86. 
 
Baum, J. R., & Locke, E. A. (2004). The relationship of entrepreneurial traits, skill, and 
motivation to subsequent venture growth. Journal of Applied Psychology, 89(4), 587-598. 
https://doi.org/10.1037/0021-9010.89.4.587 
 
Baum, J. R., Locke, E. A., & Kirkpatrick, S. A. (1998). A longitudinal study of the relation of 
vision and vision communication to venture growth in entrepreneurial firms. Journal of 
Applied Psychology, 83(1), 43-54. https://doi.org/10.1037/0021-9010.83.1.43 
 
Bennis, W. G., & Nanus, B. (1986). Leaders: The strategies for taking charge. Harper & Row. 
 
Berry, L. L. & Parasuraman, A. (1991). Marketing services: Competing through quality. Free 
Press. 
 
Berry, L. L., & Parasuraman, A. (1992). Prescriptions for a service quality revolution in 
America. Organizational Dynamics, 20(4), 5-15. https://doi.org/10.1016/0090-
2616(92)90071-T 
 
Bitner, M. J. (1990). Evaluating service encounters: The effects of physical surroundings and 
employee responses. Journal of Marketing, 54(2), 69-82. 
https://doi.org/10.1177/002224299005400206 
 
Blanchard, K. H., Zigarmi, D., & Nelson, R. B. (1993). Situational leadership after 25 years: A 
retrospective. Journal of Leadership & Organizational Studies, 1(1), 21-36. 
https://doi.org/10.1177/107179199300100104 
 
Boğan, E., & Dedeoğlu, B. B. (2017). The effects of perceived behavioral integrity of 
supervisors on employee outcomes: Moderating effects of tenure. Journal of Hospitality 
Marketing & Management, 26(5), 511-531. 
https://doi.org/10.1080/19368623.2017.1269711 
 
Bolton, R. N., & Drew, J. H. (1991). A longitudinal analysis of the impact of service changes on 
customer attitudes. Journal of Marketing, 55, 1-9. 
https://doi.org/10.1177/002224299105500101 
 
Boshoff, C., & Mels, G. (1995). A causal model to evaluate the relationships among supervision, 
role stress, organizational commitment, and internal service quality. European Journal of 
marketing, 29(2), 23-42. https://doi.org/10.1108/03090569510080932 
74 
Bouranta, N., Chitiris, L., & Paravantis, J. (2009). The relationship between internal and external 
service quality. International Journal of Contemporary Hospitality Management, 21. 
275-293. https://doi.org/10.1108/09596110910948297 
 
Bouranta, N., Mavridoglou, G., & Kyriazopoulos, P. (2005). The impact of internal marketing to 
market orientation concept and their effects to bank performance. Operational Research, 
5(2), 349-362. https://doi.org/10.1007/BF02944318 
 
Bowen, D. E., & Lawler III, E. E. (1992). The empowerment of service workers: What, why, 
how, and when. MIT Sloan Management Review, 33(3), 31. 
 
Bowen, D. E., & Schneider, B. (1988). Services marketing and management-implications for 
organizational behavior. Research in Organizational Behavior, 10, 43-80. 
 
Brandon-Jones, A., & Silvestro, R. (2010). Measuring internal service quality: Comparing the 
gap-based and perceptions-only approaches. International Journal of Operations & 
Production Management, 30(12), 1291-1318.  
https://doi.org/10.1108/01443571011094271 
 
Brown, S. W., & Swartz, T. A. (1989). A gap analysis of professional service quality. Journal of 
marketing, 53(2), 92-98. https://doi.org/10.1177/002224298905300207 
 
Brownell, J. (2010). Leadership in the service of hospitality. Cornell Hospitality Quarterly, 
51(3), 363-378. https://doi.org/10.1177/1938965510368651 
 
Brinker, N., & Phillips, D. T. (1996). On the brink: The life and leadership of Norman Brinker. 
Summit Publishing Group. 
 
Burns, J. M. (1978). Leadership. Harper & Row. 
Capodagli, B. & Jackson, L. (2006). The Disney Way, Revised Edition: Harnessing the 
Management Secrets of Disney in Your Company. McGraw Hill Professional. 
 
Carbery, R., Garava, T., O’Brien, F., & McDonnell, J. (2003). Predicting hotel managers’ 
turnover cognitions. Journal of Managerial Psychology, 18, 649-679. 
https://doi.org/10.1108/02683940310502377 
 
Cardona, P. (2000). Transcendental leadership. Leadership & Organization Development 
Journal, 21(4), 201-207. https://doi.org/10.1108/01437730010335445 
 
Cathy, S. T. (2002). Eat mor chikin: Inspire more people. Looking Glass Books.  
Chen, W. J. (2013). Factors influencing internal service quality at international tourist hotels. 
International Journal of Hospitality Management, 35, 152-160. 
https://doi.org/10.1016/j.ijhm.2013.06.004 
75 
Christopher, M., Payne, A., & Ballantyne, D. (1991). Relationship marketing: Bringing quality 
customer service and marketing together. Wiley. 
 
Clark, R. A., , M. D., & Jones, K. C. (2009). The effects of leadership style on hotel employees' 
commitment to service quality. Cornell Hospitality Quarterly, 50(2), 209-231. 
https://doi.org/10.1177/1938965508315371 
 
Conger, J. A., & Kanungo, R. N. (1987). Toward a behavioral theory of charismatic leadership in 
organizational settings. Academy of Management Review, 12(4), 637-647. 
https://doi.org/10.5465/amr.1987.4306715 
 
Cronin Jr, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and 
extension. Journal of Marketing, 56(3), 55-68. 
https://doi.org/10.1177/002224299205600304 
 
Dawson, M., Abbott, J., & Shoemaker, S. (2011). The hospitality culture scale: A measure 
organizational culture and personal attributes. International Journal of Hospitality 
Management, 30(2), 290-300. https://doi.org/10.1016/j.ijhm.2010.10.002 
 
Dedman, R. H., & DeLoach, D. (1999). King of clubs. Taylor. 
 
Dillman, D. A., Smyth, J. D., & Christian, L. M. (2014). Internet, phone, mail, and mixed-mode 
surveys: The tailored design method. John Wiley & Sons. 
 
ELSamen, A. A., & Alshurideh, M. (2012). The impact of internal marketing on internal service 
quality: A case study in a Jordanian pharmaceutical company. International Journal of 
Business and Management, 7(19), 84. https://doi.org/10.5539/ijbm.v7n19p84 
 
Fernandes, A. L., Alturas, B. A. B., & Laureano, R. M. S. (2018). Validation of the Hospitality 
Culture Scale in the context of hotel industry. Tourism & Management Studies, 14(1), 43-
52. https://doi.org/10.18089/tms.2018.14SI105 
 
Fleishman, E. A. (1953). The description of supervisory behavior. Journal of Applied 
Psychology, 37(1), 1-6. https://doi.org/10.1037/h0056314  
 
Frost, F. A., & Kumar, M. (2000). INTSERVQUAL–an internal adaptation of the GAP model in 
a large service organization. Journal of Services Marketing, 14(5), 358-377. 
https://doi.org/10.1108/08876040010340991 
 
Frost, F. A., & Kumar, M. (2001). Service quality between internal customers and internal 
suppliers in an international airline. International Journal of Quality & Reliability 
Management, 18(4), 371-386. https://doi.org/10.1108/02656710110386996 
 
George, W. R., & Grönroos, C. (1989). Developing customer-conscious employees at every 
level: Internal marketing. Handbook of Services Marketing, 29-37. 
76 
Greger, K. R., & Withiam, G. (1991). The view from the helm: Hotel execs examine the 
industry. Cornell Hotel and Restaurant Administration Quarterly, 32(3), 18-35. 
https://doi.org/10.1016/0010-8804(91)90050-2 
 
Gremler, D. D., Bitner, M., & Evans, K. R. (1994). The internal service encounter. International 
Journal of Service Industry Management, 5(2), 34-56. 
https://doi.org/10.1108/09564239410057672 
 
Grönroos, C. (1981). Internal marketing—An integral part of marketing theory, marketing of 
services. In James H. Donnelly and William R. George (Eds.). American Marketing 
Association, 236-237.   
 
Grönroos, C. (1984). A service quality model. European Journal of Marketing 18(4), 36-44. 
https://doi.org/10.1108/EUM0000000004784 
 
Grönroos, C. (1985). Internal marketing-theory and practice. In T. Bloch. G. Upah and V. 
Zeithaml (Eds.). Services marketing in a changing environment. American Marketing 
Association, 41-47. 
 
Grönroos, C. (1989). Defining marketing: A market-oriented approach. European Journal of 
Marketing, 23(1), 52-60. https://doi.org/10.1108/EUM0000000000541  
 
Grönroos, C. (1991). The marketing strategy continuum: Towards a marketing concept for the 
1990s. Management Decision, 29(1). https://doi.org/10.1108/00251749110139106 
 
Gumusluoglu, L., & Ilsev, A. (2009). Transformational leadership, creativity, and organizational 
innovation. Journal of Business Research, 62(4), 461-473. 
https://doi.org/10.1016/j.jbusres.2007.07.032 
 
Gunawardane, G. (2011). Reliability of the internal service encounter. International Journal of 
Quality & Reliability Management, 28(9), 1003-1018. 
https://doi.org/10.1108/02656711111172559 
 
Hair, J.F., Celsi, M., Money, A., Samouel, P., Page, M. (2015). Essentials of business research 
methods (3rd ed.). Routledge 
 
Harris, P. R. (1985). Management in transition. Jossey-Bass. 
 
Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E., & Schlesinger, L. A. (1994). Putting 
the service-profit chain to work. Harvard Business Review, 72(2), 164-174. 
 
House, R. J. (1977). A 1976 theory of charismatic leadership. In J. G. Hunt & L. Larson (Eds.), 




Kang, G. D., Jame, J., & Alexandris, K. (2002). Measurement of internal service quality: 
Application of the SERVQUAL battery to internal service quality. Managing Service 
Quality: An International Journal, 12(5), 278-291. 
https://doi.org/10.1108/09604520210442065 
 
Kay, C., Moncarz, E. (2007). Lodging management success: Personal antecedents, achievements, 
KSAs, and situational influencers. International Journal of Hospitality Management, 
26(1), 33-48. https://doi.org/10.1016/j.ijhm.2005.08.005 
 
Kemp, S., & Dwyer, L. (2001). An examination of organizational culture—the Regent Hotel, 
Sydney. International Journal of Hospitality Management, 20(1), 77-93. 
https://doi.org/10.1016/S0278-4319(00)00045-1 
 
King, N., & Anderson, N. (1995). Innovation and change in organizations. Routledge. 
 
King, S., & Nicol, D. M. (1999). Organizational enhancement through recognition of individual 
spirituality: Reflections of Jaques and Jung. Journal of Organizational Change 
Management, 12(3), 234-243. https://doi.org/10.1108/09534819910274026 
 
Kirkpatrick, S. A., & Locke, E. A. (1996). Direct and indirect effects of three core charismatic 
leadership components on performance and attitudes. Journal of Applied Psychology, 
81(1), 36-51. https://doi.org/10.1037/0021-9010.81.1.36 
 
Kotter, J. P. (1990). How leadership differs from management. Free Press, 240, 59-68. 
 
Kouzes, J. M. & Posner B. Z. (1988). The Leadership Practices Inventory. Pfeiffer and 
Company. 
 
Kouzes, J. M., & Posner, B. Z. (1993). Credibility (Vol. 1). Jossey-Bass. 
 
Kouzes, J. M., & Posner, B. Z. (1995). The leadership challenge: How to keep getting 
extraordinary things done in organization. Jossey-Bass. 
 
Kouzes, J. M., & Posner, B. Z. (2006). The leadership challenge (Vol. 3). John Wiley & Sons. 
 
Kouzes, J. M., & Posner, B. Z. (2007). The leadership challenge (4th ed.). John Wiley & Sons. 
 
Kouzes, J. M., & Posner, B. Z. (2011). Leadership is a relationship. In Credibility: How leaders 
gain and lose it, why people demand it, 1-21. https://doi.org/10.1002/9781118983867.ch1 
 
Kouzes, J. M., & Posner, B. Z. (2013). The leadership challenge (5th ed.). Jossey-Bass. 
 
Kralj, A., & Solnet, D. (2010). Service climate and customer satisfaction in a casino hotel: An 




Kumar, G. S., & Krishnaraj, R. (2018). Influence of leadership styles on employees 
commitment to service quality. International Journal of Hospitality and Tourism 
Systems, 11(1), 38-46. 
 
Large, R. O., & König, T. (2009). A gap model of purchasing's internal service quality: Concept, 
case study and internal survey. Journal of purchasing and supply management, 15(1), 24-
32. https://doi.org/10.1016/j.pursup.2008.10.001 
 
Lee, N., Senior, C., & Butler, M. (2012). Leadership research and cognitive neuroscience: The 
state of this union. Leadership Quarterly, 23(2). 
https://doi.org/10.1016/j.leaqua.2011.08.001 
 
Lewis, R. C. (1987). The measurement of gaps in the quality of hotel services. International 
Journal of Hospitality Management, 6(2), 83-88. https://doi.org/10.1016/0278-
4319(87)90020-X 
 
Lewis, R. C., & Boons, B. H. (1983). The marketing aspects of service quality. Emerging 
Perspectives on Services Marketing, 65(4), 99-107. 
 
Liang, T. L., Chang, H. F., Ko, M. H., & Lin, C. W. (2017). Transformational leadership and 
employee voices in the hospitality industry. International Journal of Contemporary 
Hospitality Management, 77, 64-75. https://doi.org/10.1016/j.ijhm.2018.06.014 
 
Lund, D. B. (2003). Organizational culture and job satisfaction. Journal of Business & Industrial 
Marketing, 18(3), 219-236. https://doi.org/10.1108/0885862031047313 
 
Malphurs, A. (2004). Values-driven leadership: Discovering and developing your core values for 
ministry. Baker Books. 
 
Marriott, J. W., & Brown, K. A. (1997). The spirit to serve: Marriott’s way. Harper Collins. 
 
Moore, B. V. (1927). The May conference on leadership. Personnel Journal, 6(124), 50-74. 
 
Muafi, M. (2009). The effects of alignment competitive strategy, culture, and role behavior on 
organizational performance in service firms. International Journal of Organizational 
Innovation, 2(1). 
 
Nahum-Shani, I., & Somech, A. (2011). Leadership, OCB and individual differences: 
Idiocentrism and allocentrism as moderators of the relationship between transformational 
and transactional leadership and OCB. The Leadership Quarterly, 22(2), 353-366. 
https://doi.org/10.1108/0885862031047313 
 
Nanus, B. (1992). Visionary leadership: Creating a compelling sense of direction for your 
organization. Jossey-Bass. 
 
Northouse, P. G. (2015). Leadership: Theory and practice. SAGE. 
79 
Opoku, R. A., Atuobi-Yiadom, N., Chong, C. S., & Abratt, R. (2009). The impact of internal 
marketing on the perception of service quality in retail banking: A Ghanaian case. 
Journal of Financial Services Marketing, 13(4), 317-329. 
https://doi.org/10.1057/fsm.2008.26 
 
O’Reilly, C. A., & Chatman, J. A. (1996). Culture as social control: Corporations, cults, and 
commitment. In B. M. Staw & L. L. Cummings (Eds.), Research in organizational 
behavior: An annual series of analytical essays and critical reviews, Vol. 18 (pp. 157-
200). Elsevier Science/JAI Press. 
 
O’Reilly, C. A., Chatman, J., & Caldwell, D. F. (1991). People and organizational culture: 
profile comparison approach to assessing person-organization fit. Academy of 
Management Journal, 34(3), 487-516. https://doi.org/10.2307/256404 
 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality 
and its implications for future research. Journal of Marketing, 49(4), 41-50. 
https://doi.org/10.1177/002224298504900403 
 
Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Alternative scales for measuring 
service quality: a comparative assessment based on psychometric and diagnostic criteria. 
Journal of Retailing, 70(3), 201-230. https://doi.org/10.1016/0022-4359(94)90033-7 
 
Patiar, A., & Mia, L. (2009). Transformational leadership style, market competition and 
departmental performance: Evidence from luxury hotels in Australia. International 
Journal of Hospitality Management, 28(2), 254-262. 
https://doi.org/10.1016/j.ijhm.2008.09.003 
 
Paulin, M., Ferguson, R. J., & Payaud, M. (2000). Business effectiveness and professional 
service personnel relational or transactional managers? European Journal of Marketing. 
https://doi.org/10.1108/03090560010311966 
 
Pechlaner, H., Fischer, E., & Hammann, E. M. (2006). Leadership and innovation processes 
development of products and services based on core competencies. Journal of Quality 
Assurance in Hospitality & Tourism, 6(3-4), 31-57. 
https://doi.org/10.1300/J162v06n03_03 
 
Piercy, N. & Morgan, N. (1991). Internal marketing-The missing half of the marketing 
programme. Long range planning, 24(2), 82-93. https://doi.org/10.1016/0024-
6301(91)90083-Z 
 
Portugal, E., & Yukl, G. (1994). Perspectives on environmental leadership. The Leadership 
Quarterly, 5(3-4), 271-276. https://doi.org/10.1016/1048-9843(94)90017-5 
 
Posner, B. Z., & Kouzes, J. M. (1988). Development and validation of the leadership practices 
inventory. Educational and Psychological Measurement, 48(2), 483-496. 
https://doi.org/10.1177/0013164488482024 
80 
Reichheld, F. F., & Sasser, W. E. (1990). Zero defects: Quality comes to services. Harvard 
Business Review, 68(5), 105-111. 
 
Roberts, N. C. (1985). Transforming leadership: A process of collective actio. Human Relations, 
38(11), 1023-1046. https://doi.org/10.1177/001872678503801103 
 
Rousseau, D. M. (1990). Normative beliefs in fund-raising organizations: Linking culture to 
organizational performance and individual responses. Group & Organization Studies, 
15(4), 448-460. https://doi.org/10.1177/105960119001500408 
 
Sandstrom, J.K. & Reynolds, D.E (2020). Leading a successful hotel: A look at the general 
manager’s ability to utilize multiple leadership styles. International Journal of 
Hospitality Management, 89, 1-13. https://doi.org/10.1016/j.ijhm.2019.102399. 
 
Schlesinger, L. A., & Heskett, J. L. (1991). The service-driven service company. Harvard 
Business Review, 69(5), 71-81. 
 
Schein, E. H. (1985). Defining organizational culture. Classics of Organization Theory, 3, 490 
502. 
 
Schein, E. H. (1990). Organizational culture (Vol. 45, No. 2, p. 109). American Psychological 
Association. https://doi.org/10.1037/0003-066X.45.2.109 
 
Schein, E. H. (1992). Organizational culture and leadership (2nd ed.). Jossey-Bass. 
 
Schein, E. H. (1996). Culture: The missing concept in organization studies. Administrative 
Science Quarterly, 229-240. https://doi.org/10.2307/2393715 
 
Schein, E. H. (2004). Organizational culture and leadership. Jossey-Bass. 
 
Schein, E. H. (2010). Organizational culture and leadership (Vol. 2). John Wiley & Sons. 
 
Schriesheim, C. A., & Bird, B. J. (1979). Contributions of the Ohio state studies to the field of 
leadership. Journal of Management, 5(2), 135-145. 
https://doi.org/10.1177/014920637900500204 
 
Senge, P. M., Roberts, C., Ross, R. B., Smith, B. J., & Kleiner, A. (1994). The fifth discipline 
fieldbook: Strategies and tools for building a learning organization. Doubleday. 
  
Sinek, S. (2009). Start with why: How great leaders inspire everyone to take action. Penguin. 
 
Slåtten, T., & Mehmetoglu, M. (2015). The effects of transformational leadership and perceived 
creativity on innovation behavior in the hospitality industry. Journal of Human Resources 




Snyder, C. R. (1994). The psychology of hope: You can get there from here. The Free Press. 
 
Stewart, J. (2006). Transformational leadership: An evolving concept examined through the 
works of Burns, Bass, Avolio, and Leithwood. Canadian Journal of Educational 
Administration and Policy, 54, 1-29. 
 
Stogdill, R. M., & Coons, A. E. (1957). Leader behavior: Its description and measurement. 
Bureau of Business Research, College of Commerce and Administration, Ohio State 
University. 
 
Strauss, B. (1995). Internal services: classification and quality management. International 
Journal of Service Industry Management, 6(2), 62-78. 
https://doi.org/10.1108/09564239510146915 
 
Tepeci, M., & Bartlett, A. B. (2002). The hospitality industry culture profile: a measure of 
individual values, organizational culture, and person-organization fit as a predictors of 
job satisfaction and behavioral intentions. International Journal of Hospitality 
Management, 21(2), 151-170. https://doi.org/10.1016/S0278-4319(01)00035-4 
 
Testa, M. R., & Sipe, L. (2012). Service-leadership competencies for hospitality and tourism 
management. International Journal of Hospitality Management, 31(3), 648-658. 
https://doi.org/10.1016/j.ijhm.2011.08.009 
 
Tichy, N. M., & Devanna, M. A. (1986). The transformational leader. John Wiley & Sons. 
 
Tichy, N. M., & Devanna, M. A. (1990). The transformational leader: The key to global 
competitiveness. John Wiley & Sons. 
 
Waqanimaravu, M., & Arasanmi, C. N. (2020). Employee training and service quality in the 
hospitality industry. Journal of Foodservice Business Research, 23(3), 216-227. 
https://doi.org/10.1080/15378020.2020.1724850 
 
Wildes, V. J. (2007). Attracting and retaining food servers: How internal service quality 
moderates occupational stigma. International Journal of Hospitality Management, 26(1), 
4-19. https://doi.org/10.1016/j.ijhm.2005.08.003 
 
Wirtz, J., & Bateson, J. E. (1995). An experimental investigation of halo effects in satisfaction 
measures of service attributes. International Journal of Service Industry Management, 
6(3), 84-102. https://doi.org/10.1108/09564239510091358 
 
Woods, R. (1989). More alike than different: The culture of the restaurant industry, Cornell 
Hotel and Restaurant Administration Quarterly, 30(2), 82-91. 
https://doi.org/10.1177/001088048903000219 
 
Yukl, G. (1981). Leadership in organizations. Pearson Education India. 
82 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a means-end model 
and synthesis of evidence. Journal of Marketing, 52(3), 2-22. 
https://doi.org/10.1177/002224298805200302 
 
Zeithaml, V. A., Parasuraman, A., Berry, L. L., & Berry, L. L. (1990). Delivering quality 






On the Service Quality of the Manager/Supervisor of Hotel 
Part I: Measuring the expected service quality of the manager/supervisor of Hotel: 
The following questions relate to your expectations about a workplace and a manager/supervisor 
that provides a service quality level that satisfies you as an internal customer. 
Notes: 
 There is no right or wrong answer, what is required is to rate the number that best shows 
your expectation of a manager/supervisor in a workplace that provides high service 
quality. 
For the following questions, please give your rating from 1 to 5 as to how you 








































1 2 3 4 5 
1. I expect my workplace to have modern 
looking equipment. 
          
2. I expect my manager/supervisor to appear 
neat and professional. 
          
3. I expect my workplace to be very well 
decorated and visually appealing 
          
4. I expect the materials (handbooks, booklets, 
manuals, training materials, etc.) associated 
with service provided my manager/supervisor 
to be very appealing. 
          
5. I expect that when my manager/supervisor 
promises to do something by a certain time, 
they do so. 
          
6. I expect my manager/supervisor to be 
dependable for handling my problems. 
          
7. I expect my manager/supervisor to perform 
the service right the first time. 
          
8. I expect my manager/supervisor to provide 
its services at the time requested. 









































1 2 3 4 5 
9. I expect my manager/supervisor to provide 
correct and necessary information consistently. 
          
10. I expect my manager/supervisor to keep 
me informed with when they will perform my 
requests and to communicate with me 
accurately and appropriately. 
          
11. I expect my manager/supervisor to respond 
quickly and efficiently to my requests. 
          
12. I expect my manager/supervisor to be 
willing to help me. 
          
13. I expect my manager/supervisor to never 
be too busy to respond to my requests. 
          
14. I expect to trust my manager/supervisor           
15. I expect to feel safe dealing with my 
manager/supervisor. 
          
16. I expect my manager/supervisor to be 
consistently courteous, 
          
17. I expect my manager/supervisor is 
knowledgeable to answer my questions. 
          
18. I expect my manager/supervisor to be 
caring and sincerely concerned about my 
problems. 
          
19. I expect my manager/supervisor to have 
convenient working hours that allow them to 
be available at the convenience of the 
employees (internal customers) 
          
20. I expect my manager/supervisor to give me 
individual attention. 
          
21. I expect my manager/supervisor to have 
my best interest in heart. 
          
22. I expect my manager/supervisor to 
understand my work-related needs. 





Part II: Measuring the ACTUAL service quality of a manager/supervisor of Hotel: 
The following questions relate to your perception about the actual service quality currently 
provided by your manager/supervisor of the Hotel. 
Notes: 
 There is no right or wrong answer, what is required is to rate the number that best shows 
your perception of your manager/supervisor that provides high service quality. 
 
For the following questions, please give your rating from 1 to 5 as to how agree/disagree 








































1 2 3 4 5 
23. My workplace has modern looking 
equipment. 
          
24. My manager/supervisor appears neat and 
professional. 
          
25. My workplace is well decorated and 
visually appealing. 
          
26. Materials (handbooks, booklets, manuals, 
training materials, etc.) associated with service 
provided by my manager/supervisor are very 
appealing. 
          
27. When my manager/supervisor promises to 
do something by a certain time, they do so. 
          
28. My manager/supervisor is dependable for 
handling my problems. 
          
29. My manager/supervisor performs the 
service right the first time. 
          
30. My manager/supervisor provides its 
services at the time requested. 
          
31. My manager/supervisor provides correct 
and necessary information consistently. 
          
32. My manager/supervisor keeps me 
informed with when they will perform my 
requests and communicates with me accurately 
and appropriately. 









































1 2 3 4 5 
33. My manager/supervisor responds quickly 
and efficiently to my requests. 
     
34. My manager/supervisor is willing to help 
me. 
          
35. My manager/supervisor is never too busy 
to respond to my requests. 
          
36. I trust my manager/supervisor           
37. I feel safe dealing with my 
manager/supervisor. 
          
38. My manager/supervisor is consistently 
courteous. 
          
39. My manager/supervisor is knowledgeable 
to answer my questions. 
          
40. My manager/supervisor is caring and 
sincerely concerned about my problems. 
          
41. My manager/supervisor has convenient 
working hours that allow them to be available 
at the convenience of the employees (internal 
customers) 
          
42. My manager/supervisor gives me 
individual attention. 
          
43. My manager/supervisor has my best 
interest in heart. 
          
44. My manager/supervisor understands my 
work-related needs. 




Part III: Measuring the determinants of service quality of the manager/supervisor of Hotel: 
45. Please evaluate the five features concerning the service quality of your manager/supervisor 
according to your perception of their importance to you. Distribute a total of 100 points over the 
five features, so that the more important the features is to you, the more points it scores. 
Feature Score 
1. The appearance of my workplace physical facilities, manager/supervisor, and 
communication materials 
 
2. The ability of the manager/supervisor to perform the promised service with 
reliability, consistence, and accuracy. 
 
3. The manager/supervisor’s willingness to help their employees (internal customers) 
and provide quick, timely and prompt service. 
 
4. The knowledge, good manners of the manager/supervisor, and their ability to gain 
the trust and confidence of their employees (internal customers). 
 
5. The individual and personalized attention the manager/supervisor provides to 









1st 2nd 3rd 4th 5th 
Feature 
number (1-5) 
































47. The word of mouth is that quality of the 
manager/supervisor is: 
     













































49. The degree if my satisfaction with my manager/supervisor 
is: 




Part IV: Personal Information: 
50. Gender: Male  Female 
51. Age: 20-30  31-40  41-50  50-60 
52. Level of Education: Highschool/GED College Masters 
53: Employment Duration:  less than 1 year 
     1-3 years 
     3-7 years 
     More than 7 years 
54. Current position:  
  
89 
Questionnaire II (For Employees) 
On Leadership Behaviors of Manager/Supervisor of a Hotel 
Part 1: Measuring the manager’s/supervisor leadership behaviors 
The following questions relate to your observations about the leadership behaviors of your 
manager/supervisor. “How frequently does this person engage in the behavior described?” 
Notes: 
 There is no right or wrong answer. 
 Be realistic about the extent to which this person actually engages in the behavior. 
 Be as honest and as accurate as you can. 
 DO NOT answer in terms of how you would like to see this person behave or in terms of 
how you think they should behave. 
 Do answer in terms of how the person typically behaves most days, on most projects, and 
with most people. 
 Be thoughtful about your response. For example, giving all 10’s on all items is most 
likely not an accurate description on his or her behaviors. Similarly, giving someone all 
1’s or all 5’s is most likely not an accurate description either. Most people will do some 
things more or less often than they do other things. 
 If you feel that a statement does not apply, its probably because you don’t see or 
experience that behavior. That means that this person does not frequently engage in this 
behavior, at least not around you. In that case, assign a rating of 3 or lower. 
For each statement, decide on a response and then record the corresponding number in the 
box to the right of the statement. EVERY STATEMENT MUST HAVE A RATING. 
 
The Rating Scale runs from 1-10. Choose the number that best applies to each statement. 
Rating Scale     1-Almost Never   3-Seldom         5-Occasionally   7-Fairly Often   9-Very Frequently 
 
               2-Rarely         4-Once in a while  6-Sometimes    8-Usually      10-Almost Always                
 
To what extent does this leader engage in the following behaviors? Choose the response number 
that best applies to each statement and record it in the box to the right of the statement. He or 
She: 
 
1. Sets a personal example of what he/she expects of others  
 
2. Talks about future trends that will influence how our work gets done  
 
3. Seeks out challenging opportunities that test his/her own skills and abilities  
 
4. Develops cooperative relationships among people he/she works with  
 
5. Praises people for a job well done  
 




7. Describes a compelling image of what our future could be like  
 
8. Challenges people to try out new and innovative ways to do their work  
 
9. Actively listens to diverse points of view  
 
10. Makes it a point to let people know about his/her confidence in their abilities  
 
11. Follows through on the promises and commitments that he/she makes  
 
12. Appeals to others to share an exciting dream of the future  
 
13. Actively searches for innovative ways to improve what we do  
 
14. Treats others with dignity and respect  
 
15. Makes sure that people are creatively recognized for their contributions to the 
success of our projects 
 
16. Asks for feedback on how his/her actions affect other people’s performance  
17. Shows others how their long-term interests can be realized by enlisting in a 
common vision 
 
18. Asks “What can we learn?” when things don’t go as expected  
 
19. Involves people in the decisions that directly impact their job performance  
 
20. Publicly recognizes people who exemplify commitment to shared values  
 
21. Builds consensus around a common set of values for running our organization  
 
22. Paints the “big picture” of what we aspire to accomplish  
 
23. Identifies measurable milestones that keep projects moving forward  
 




25. Tells stories of encouragement about the good work of others  
 
26. Is clear about his/her philosophy of leadership  
 
27. Speaks with genuine conviction about higher meaning and purpose of our work  
 
28. Takes initiative in anticipating responding to change  
 












On the Organizational Culture of a Hotel 
 
 
Part 1: Measuring the organizational culture of a hotel 
The following questions relate to your observations about the organizational culture of the hotel. 
Notes: 
 Please complete the following questions as truthfully as possible 










































































1 2 3 4 5 6 7 
1. My supervisor(s) are employee focused. 
            
2. Supervisors at my hotel support 
employees. 
            
3. Supervisors at my hotel empower 
employees 
            
4. Supervisors at my hotel reward 
employees. 
            
5. Employees at my hotel practice the motto: 
“Treat others as I wish to be treated.” 
            
6. A focus on employee retention is 
emphasized at my hotel. 
            
7. The company’s culture is constantly 
reinforced at my hotel. 
            
8. My supervisor treats mistakes as 
opportunities to learn. 
            
9. Employees within hotel enjoy handling 
unusual challenges. 
            
10. The supervisors at my hotel have an 
entrepreneurial (go-getting) spirit. 










































































1 2 3 4 5 6 7 
11. Cultural diversity is a reality at my hotel. 
       
12. Employees do more than is required of 
them at my hotel. 
            
13. There are many opportunities to 
geographically relocate with my hotel 
company. 
            
14. Supervisors at my hotel believe training is 
important. 
            
15. Employees at my hotel are in the business 
of creating memories for its customers. 
            
16. Employees at my hotel provide “a home 
away from home” for its customers. 
            
17. Employees at my hotel develop 
relationships with its customers. 
            
18. Employees at my hotel believe that “to be 
of service is the noblest profession.” 
            
19. Employees at my hotel are in the business 
of helping customers celebrate the 
milestones in their lives. 
            
20. A high percentage of our business is 
repeat customers. 
            
21. I have a job that can be challenging at 
times. 
            
22. I have a job where every day is different. 












Dear General Manager: 
 
With approval from senior management, Tammy Murphy, I have been granted permission to 
conduct a research study Indus Hospitality Group in conjunction with Iowa State University as 
part of my Doctoral work. 
 
I am asking each employee at your hotel to participate in a survey which will be conducted on a 
date that is convenient for your property during the month May and June 2019. I will personally 
deliver a survey packet to the hotel. The packet will contain, surveys for each employee, 
directions, and my contact information for questions or clarification. The survey will take 
approximately 25-30 minutes and asks about the extent to which an employees’ manager/and or 
supervisor engages in leadership behaviors and the employees’ perception of hospitality 
organizational culture at each hotel. 
 
Once completed, the questionnaires described above can be sealed in an envelope provided by 
myself and will only be seen by me and will be tabulated to assure the complete anonymity of all 
participants. Participation in this research study is ABSOLUTELY CONFIDENTIAL. In return 
for allowing me to conduct my research study at Indus Hospitality Group, I have agreed to share 
the anonymous tabulated results with the company. 
 
A random drawing will be made for each hotel with the employees who completed surveys. The 
winner will be selected and will receive a $25 Visa Gift Card. I thank you so much (in advance) 
for taking the time to encourage your staff to complete the survey. If you have any questions or 






LPI PERMISSION LETTER 
 
Dear Ms. Forney: 
 
Thank you for your request to use the LPI®: Leadership Practices Inventory® in your research. 
This letter grants you permission to use either the print or electronic LPI [Self/Observer/Self and 
Observer] instrument[s] in your research. You may reproduce the instrument in printed form at 
no charge beyond the discounted one-time cost of purchasing a single copy; however, you may 
not distribute any photocopies except for specific research purposes. If you prefer to use the 
electronic distribution of the LPI you will need to separately contact Joshua Carter 
(jocarter@wiley.com) directly for further details regarding product access and payment. Please 
be sure to review the product information resources before reaching out with pricing questions. 
Permission to use either the written or electronic versions is contingent upon the following: 
 
(1) The LPI may be used only for research purposes and may not be sold or used in conjunction 
with any compensated activities; (2) Copyright in the LPI, and all derivative works based on the 
LPI, is retained by James M. Kouzes and Barry Z. Posner. The following copyright statement 
must be included on all reproduced copies of the instrument(s); "Copyright © 2013 James M. 
Kouzes and Barry Z. Posner. Published by John Wiley & Sons, Inc. All rights reserved. Used 
with permission;" (3) one (1) electronic copy of your dissertation and one (1) copy of all papers, 
reports, articles, and the like which make use of the LPI data must be sent promptly to my 
attention at the address below; and, (4) We have the right to include the results of your research 
in publication, promotion, distribution and sale of the LPI and all related products. 
 
Permission is limited to the rights granted in this letter and does not include the right to grant 
others permission to reproduce the instrument(s) except for versions made by nonprofit 
organizations for visually or physically handicapped persons. No additions or changes may be 
made without our prior written consent. You understand that your use of the LPI shall in no way 
place the LPI in the public domain or in any way compromise our copyright in the LPI. This 
license is nontransferable. We reserve the right to revoke this permission at any time, effective 
upon written notice to you, in the event we conclude, in our reasonable judgment, that your use 
of the LPI is compromising our proprietary rights in the LPI. Best wishes for every success with 
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